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WORTH 
POINTING OUT 
TO CUSTOMERS 


THE TWO BLOCKS OF 
STERLING SILVER IN- 
LAID AT POINTS OF 
WEAR BY HOLMES & 
EDWARDS 


HOLMES & EDWARDS 
STERLING INLAID 


SILVERPLATE 


YOUR HOLIDAY ORDERS WILL RECEIVE 
IMMEDIATE AND CAREFUL ATTENTION 


COPYRIGHT 1939 * INTERNATIONAL SILVER CO. » HOLMES & EDWARDS DIV. + MERIDEN, CONN. OREG. U. S. PAT. OFF. 
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THIS IS THE KON-ITE QUALITY 
LINE 


I—The Tubular 8; the world's fastest selling qual- 
ity watch strap. 

2—De Luxe Tubulars; an unequalled group of 
distinctive designs. 

3—Ladies; three dainty but thoroughly practical 
styles, with Fit-all lugs. 

4—FlashFinished Crinkle; an up-and-coming new 
member of the family. 


5—FlashFinished Svelt; the strap that started a 
new color-style trend. 
Your jobber has the KON-ITE line. 


A. SAUER & CO. 
439 Race Street — Cincinnati, Ohio 


Patentees and sole manufacturers of form-finished 
leather tubing. 
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SPEAKING OF 


HREE jewelry stores in Du- 

luth, Minn.—Bagley & Co., 
Savolainen, and Lou Kanter—to- 
gether with a number of other local 
merchants, salute the “first baby of 
the year,” with a deluge of gifts. 

Last January Bagley’s and Lou 
Kanter each presented a sterling sil- 
ver baby spoon and fork, while 
Savolainen’s gave a baby cup to 
June Frances Kotlarek, born at 5:15 
a.m. on Jan. 1. 

On the last day of the year, a full- 
page of advertisements announce 
the awards to be given, together 
with the following rules: (1) Par- 
ents must be residents of Duluth, 
(2) the baby must be born in Du- 
luth, (3) the exact time of birth 
must be stated on the certificate by 
the attending physician, and (4) a 
copy of the birth certificate must be 
brought to the newspaper office on 
or before Jan. 7. Then, a week 
later, the picture and name of the 
“first baby of the year” appears in 
the newspaper, surrounded by the 
advertisements of the participating 
merchants. These merchants of Du- 
luth gain a lot of favorable publicity 
with this stunt. 


© © 


LAIN little white envelopes, 334 
inches square, were opened a few 
weeks ago in homes throughout the 
Clarksburg, W. Va., trading area. 
“Which of our friends have a new 
little bundle of joy?” wondered peo- 
ple as they took out a folded an- 
nouncement with a baby blue cover 
and the picture of a stork looking 
at a newspaper with the headline, 
“An Important Announcement.” 
Instead of a new baby, the 
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JEWELRY TRADE 
card ingeniously announced the new 
jewelry store of Wilber A. Marr. 
Loose inside was a smaller card— 
the kind used for the name of the 
new baby. This read: “Oct. 5th. 
The latchstring hangs on the out- 
side for you. Mary S. Marr. Wilber 
A. Marr. P.S. Our personal atten- 
tion given to all inquiries.” 

The principal text, on the inside 
of the folded announcement, read: 
“From the new store of Wilber A. 
Marr, diamond specialist, 204 Court 
St., Clarksburg, W. Va. Offering 
fine exclusive jewelry—Hamilton 
and Elgin watches—exclusive agents 
for Kirk’s sterling silver—Gorham 
and Towle silver—Spode and Lenox 
china — Hawkes crystal — Duncan 
crystal—all new merchandise—fine 
craftmanship on watches, jewelry 
and engraving.” 


© © 


PPLE-GROWING is a $24,000,- 
000 industry in the state of 
Washington, which produces a quar- 
ter of the national apple crop. Con- 
sequently a surplus of more than five 
million boxes of apples due to the 
collapse of normal overseas markets 
on account of the war affects directly 
or indirectly everybody in the state. 
Benn Tipp, Seattle jeweler, con- 
sequently won lots of applause when 
he staged a spectacular apple pro- 
motion. Calling attention to the 
plight of the apple producers, who 
raise the major agricultural crop in 
the state, Mr. Tipp announced that 
he would present an entire box of 
big, red delicious apples to each old 
customer re-opening his account, and 
to each new customer opening an ac- 
count. The Tipp jewelry store gar- 


25 


nered considerable new _ business 
through this promotion. 

In addition, “Ben” engaged a 
group of comely young women, 
dressed them as picturesque apple 
pickers, and had them distribute ap- 
ples in the business district and out- 
side large industrial plants. 


© © 


HE Edenfield Jewelry Co., in 
Jacksonville, Fla., recently co- 
operated with the manager of a used 
car lot in the promoting of a flag 








pole stunt. The stationary aerialist, 
Dick Blandy, who was placed on top 
of a 50-foot flag pole one Sunday 
afternoon and stayed there for prac- 
tically a week, day and night, 
dropped a shockproof watch to the 
ground below every night at 7:30 
o'clock and again at 10:30. 

The jewelry company distributed 
cards to the people who witnessed 
this event each evening. The cards 
entitled every holder to a smal] gift 
such as a pocket comb for men and 
powder puffs for women. 

Of course, everyone who had a 
card had to present it in person in 
order to receive his gift. Thus the 
names and addresses of several hun- 
dred prospective customers were 
added to the store’s records. The 
watch which was dropped twice 
daily from the pole was exhibited in 
the windows of the jewelry store 
where a great many people stopped 
to view it. 








TARTED as a depression baby, 
the dollar table in the rear of 
Henebry & Son’s jewelry store in 
Roanoke, Va., has made rapid strides 
in merchandising. 

“This dollar table is a traffic get- 
ter,’ says Leo F. Henebry. “Many 
people want to spend a dollar and no 
more for a bridge prize or a gift, 
and when they go into the average 
jewelry store they are shown items 
at $2.50 to $5. 

“Being 20 inches wide and five 
feet long, the table doesn’t take up 
much room. Since it is in the back 
of the store, people have to come the 
entire length of the store to get to it. 

“We carry a nice variety of items 
on the dollar table, including china, 
crystal and silver. Dessert plates 
are good sellers. Lots of people 
come in, just to see what is new on 
this table, and we make sure that 
the table contains pieces that are 
ordinarily worth more than a dollar. 

“Start a dollar table on the profit- 
sharing plan. If the items turn into 
best-sellers, you can buy in dozen 
lots, then maybe by the gross—and 
as your volume increases, these dol- 
lar-sellers become profitable in them- 
selves, as well as_ traffic-builders. 
Extra discounts on quantities will 
take care of your profit, and the cus- 
tomer will still be getting a good 
deal.” 

© © 


66 ORRECT diagnosis and sur- 
gery, administered in time, 
can transform a crippled watch 
into a hale and hearty timepiece”’ is 
the theme behind a window display 
that recently built repairs, and in- 
cidentally sold some new watches, 
for H. R. Jordan of Petersburg, Va. 
On one side of the window he had 
a lot of broken watches in need of 
repair of all kinds, coming into a 
little hospital on a toy ambulance, 
then going into the diagnosis room, 
then to the operating table, and com- 
ing out of the hospital in good 
shape. 

A ship model, a train model, and 
an airplane model, with toy figures 
of doctors and nurses, completed the 
picture. Display signs read: “Have 
you ever stopped to think how much 
depends upon a tiny little time- 
piece? It runs the world. Doctors 
depend upon it, nurses, business 
men, transportation; even the house- 
wife in her cooking.”’ 

It brought to public attention how 


much really depends upon the watch, 
not as an article or a piece of ma- 
chinery, but as something which 
gives them more for their money 
than anything else they can buy. 


© © 


EDDINGS take place through- 

out the year, so Thalheimer’s 
of Richmond, Va., find that it pays 
at any time to install a 30-inch wed- 
ding cake as the attention-getter for 
a silverware window. 

A table would elevate the cake too 
high, so the cake is placed right on 
the floor of the window, where it 
seems to be in the center of a table 
at which the observer is looking di- 
rectly down. The display is com- 
pleted by a table cloth and all the 
silverware that would be appropri- 
ate at a fashionable wedding recep- 
tion—including coffee service, coffee 
spoons, salad and dessert forks and 
candelabra. 

“Passers-by will stop every time, 
attracted by the wedding cake, and 
look at the silverware,” explained C. 
Broderson of the Thalheimer store. 


o 


INDOW displays that move 
usually attract. Especially suc- 
cessful in drawing attention was a 
Christmas display employed last De- 
cember by the Rosenfield Jewelry 


Co., of Oklahoma City, Okla. In the 
background was a shadow box show- 
ing a beach and cardboard Waves, 
Behind the waves, but apparently 
floating in them, was a rocking boat 
in which were a youth and a maiden, 

A card suggested, “All at seq 
about what to give? Sail in, and see 
our complete selection of watches,” 

Strewn about the floor were 4 
number of wrist watches for men 
and for women, priced from $25 
to S55. 


> © 


PY following up fraternity and 
sorority pin business, the 
Blanchard Jewelry Co., Denver, 
makes many watch sales. Direct 
mail pieces are sent out each year 
to acquaint new students of high 
schools and universities with the fact 
that their pins can be secured at 
Blanchard’s ; then after pledges have 
been publicly announced, this mail- 
ing is followed up with individual 
letters to the new pledges, emphasiz- 
ing their fraternity or sorority. 
Thus every year new customers 
are brought into Blanchard’s. A 
record of their names and addresses 
is kept, and four years later, the 
names are checked with available 
lists of graduates. Letters are sent, 
then, to the parents of these gradu- 
ates, pushing the desirability of a 
watch for graduation. 





"Oh, Mr. Burton—you darling—I just love sentiment." 
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At this season of the year, when so 
many new salespeople are starting 
their first work in jewelry stores, both 
the management and the new clerk are 
faced with a serious problem. The 
manager or proprietor, right at the 
time when he himself is busiest, must 
teach the new man the many peculiar 
points of jewelry store merchandise 
and procedure, while the sa'esman, 
with the minimum of instruction and 
supervision, must learn quickly and 
thoroughly what to him seems a be- 
wildering array of taboos, cautions 
and specialized knowledge. 

To help both, here is a convenient 
printed digest of the essential infor- 
mation which the manager will! find 


























useful as an outline on which to hase 
his personal instruction, and which 
the new salesman can study in his odd 
moments to make himself more valu- 
able. 
Sc er al 


EMEMBER that a good salesman in a jewelry 

store is so rare that the manager will be forever 

grateful he found you—if—you will learn and follow 
the simple rules here set forth. 


Be Interested: 

You can’t sell and think of something else at the 
same time. Concentrate on being helpful to the cus- 
tomer. 

1.—If a watch is purchased for a gift, tell the buyer 
to ask the one who is to receive it to come to the store 
to see that the watch fits the wrist and to have it reg- 
ulated to his use without charge. 

2.—If a ring is purchased for a gift and the finger 
size is unknown, explain that there will be no charge 
for correcting the size. 

3.—If an article is called for which is not in stock, 
find out if it can be ordered and how long it will take 
for delivery. Explain that you will be glad to be of 
service. Lots of extra sales are obtained this way. 

4.— After a sale is completed, suggest a definite gift 
for Uncle, Brother, Sister or some other relative. Never 
use the trite phrase, “Anything else?” 

5.—Greet the customer with a smile. Try to remem- 
ber names. If you don’t know the name, a pleasant 
“Good Morning,” or “How do you do” are better than 
the hackneyed “May I be of service?” or “Something 
for you?” 


Be Useful: 
6.—Look for stock to arrange. Study the silver pat- 
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Thirty-One 
Timely Tips 
for the 


New Salesman 





By RAYMOND M. HAY 
Chairman, Merchandising Committee, A.N.R.J.A. 


terns and prices. If you see dirty cards, dusty trays, 
tarnished silver, remove the article to the rear and 
clean it. 


Be Careful: 

7.—Always use a counter pad when showing goods. 
Gold and silver articles may become scratched if placed 
on the bare glass. Jewelry on a display pad _ looks 
better and helps your customer concentrate. 

8.—-In most birthstone, and many other rings, the 
set extends down underneath the metal. Look first 
before dropping the ring on the measuring stick. The 
stone could be loosened or broken by forcing the ring 
to check the size. Your store should have a special 
measuring stick with a V groove on one side for use 
with these stones. Ask about it. 

9.—Hold rings by the shanks while replacing them 
in trays. Never push them in, as this will fingermark 
the stones and dim their lustre. 


Be Vigilant: 

10.—Remove all merchandise from the counter before 
leaving your customer to get another article from the 
window, or to tie up a purchase. Your customer may 
be honest, but a tray of valuable rings or a dozen watches 
is a big temptation to some people. Crooks usually work 
in pairs. They will distract you, if possible, by asking 
to see other goods. You are employed to protect mer- 
chandise as well as to sell. 

11.—During the rush season, crooks may try to sub- 
stitute a cheap ring for one in your trays. Know your 
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ring stock. Keep them arranged according to system. 
Keep a plug in every unfilled space in the tray—it 
enables you to tell at a glance if anything is missing. 


Be Thorough: 


12._Return merchandise to windows immediately 
after showing. Re-arrange merchandise in cases after 
showing. Keep display cases and door to windows 
closed. If the article sold is left for engraving or sizing, 
Find 


out if your customer wants a card enclosed, before 


gee that proper instructions are on the envelope. 


wrapping a gift. Should it be packed for mailing? 

13.—If you take in for repairs or cleaning an article 
set with stones, such as a diamond ring, examine each 
stone carefully with an eye loupe before accepting the 
ring for repairs. If there is a scratch or chip on the 
surface of the center stone, or if one of the small stones 
is missing, call the customer’s attention to this first, and 
mark the information on the repair envelope. There are 
two reasons for doing this. 1. It protects the store 
and you if the customer claims later that the ring was 
perfect when brought in. 2. You can suggest that the 
customer have the missing stone replaced or have the 
center stone recut while the ring is being sized or cleaned. 
An additional sale may result. 


Be Accurate: 
14.—Every watch you sell must be “booked” in the 
watch record, with the customer’s name and the date 
sold. This dates its guarantee. If a watch has been 
laid away for Christmas delivery, be sure it has been 
properly “booked” before you give it to the customer. 
15.—Diamond records should also be kept with care. 










WHAT QUE 


STIONS SHAL 
HOW CAN | SELL HER SOMETHING MORE? ¢ go 


This record must contain the customer’s name, correct 
finger size, date sold and the price paid. This informa- 
tion is important for inventory, for matching rings later 
and for trading-in on larger stones. 

16.—Keep a record of the information you have re- 
ceived about your customer’s preferences. Record silver 
patterns, ring. sizes, anniversary dates and birthdays 
for future sales. 

17.— Write carefully, legibly and completely. “John 
Smith” written on a repair envelope or lay-away pack- 
age without other information might result in a mistake 
later. 

18.—Have your own pen and pencil set. A borrower 
soon becomes a nuisance. 


Be Punctual: 

19.—In jewelry stores, because of hold-up risks, 
clerks are supposed to arrive at least 15 minutes in 
advance of the regular opening hour. This should allow 
sufficient time to get the merchandise out of the safe. 
Counters should be clean before the store is opened. 
Allow 15 minutes after closing time to put merchandise 
away. Check locks on doors and windows in the rear, 
radios off, lights out, night light on, display windows 
checked, mail out. 





Wear Jewelry: 

20.— Does the automobile salesman drive a horse and 
buggy? Does he own and drive some other make 
Does he own an old jalopy? Look at your own 

Look at your ring. What other jewelry are 
People notice these things, and your own 


(Please turn to page 52) 
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“Daylight” Displays Make Smart Shop 


NE of the most attractive of the smaller gem shops 

in Pennsylvania is the new store of Henry J. Hoff- 
ner, 101 W. Fourth St., Bethlehem, Pa. Especially 
noteworthy is its wide use of fluorescent daylight light- 
ing, that latest boon to the hard-tried jeweler in dis- 
playing stones and matching colors. 

‘’'he new store, moved from a few doors up the street 
at No. 111, is done in a conservatively modern style 
throughout, and is in évery detail what every jewelry 
store should be—an efficient tool for the display and 
selling of merchandise. 

“I dreamed of a store like this for years,” says Mr. 
Hoffner, who started in the trade at the age of 15, for 
three dollars a week. 

He is particularly proud of his diamond room which 
is arranged to concentrate the customer’s attention solely 


The entrance is done in stainless steel 
trimmed with maroon and gray. 


An attractively set table is always 
featured in the silver alcove. 


80 


by FRED McCREADY 


on the jewels that are being shown, and to display them 
to best advantage. Nothing that might distract from 
this essential function was permitted in the room. It is 
seven by twelve feet and done in a light sky blue. This 
color is carried out in the room to prevent all reflections, 
The broadloom carpeting is a deep blue, the radiators 
are tinted the same color and the stainless steel chairs 
are upholstered in a pleasing shade of blue leather. Two 
large copies of old masters trim the walls and the only 
other furniture in the place is the walnut table with its 
large, long overhead trough of fluorescent “daylight.” 

“At my other store customers often were surprised,” 
Mr. Hoffner points out, ““when they took purchases into 
the daylight outside—sometimes pleasantly and some- 
times unpleasantly. Under these lights matching is 
perfect. Another fine thing about them is that they give 
off so little heat. These lamps give the equivalent of 
300 watts in the old type bulbs but never become more 
than barely warm to touch. 

“But the most pleasant fact in regard to this fluores- 
cent lighting is its low cost of operation,” says Mr. 
Hoffner. ‘In my show windows, for example, the light- 
ing company recommended 18 ordinary 300 watt lamps. 
But by using fluorescent lighting, six 36-inch tubes of 
30 watts each and three 15-inch tubes of 15 watts each 
give me just as much light. In other words, instead of 
paying for 5400 watts, I use 225 and get the same result. 
I even use the fluorescent lighting in one of my cabinets 
in the store for a night light. 

“The only place we do not use it is along the center 
of the shop where the customers stand because there is a 
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slight shimmer to objects under fluorescent bulbs when 
one moves quickly under them.” 

One neat arrangement in the store is the use of base- 
board toggle switches for all the overhead lighting. 
Along the main aisle of the shop are five pairs of lights 
set in the ceiling. ‘These illuminate the various sections 
of the showcases. Of course, it is not always necessary 
to use all of these at once, so Mr. Hoffner has each pair 
on a separate circuit. A switch for each pair was placed 
on either side of the store about an inch above the 
floor on the baseboard. All that the clerk behind the 
counter needs to do while waiting on a customer is to 
kick the switch with one foot in any direction to turn 
the lights immediately above either on or off. 

“The electricians wanted to put the switches in the 
front of the store as usual,” remarked Mr. Hoffner, “but 
I remembered how I used to have to walk all the way 
around the cases up to the front to reach any of the light 
switches. This system saves us a lot of our own energy 
and a lot of current too.”’ 

The main shop is finished in light blue with Celotex 
ceiling of individual brown squares, similar to tiles. The 
linoleum floor has a modern design of blue, white and 
rose with a broad strip of rose running the length of 
the store which almost compels a customer to follow it 
back to the displays of glass and silver which are placed 
in rounded alcoves toward the rear of the store. (See 


Though only 16 feet wide, the store appears invitingly spacious. 


floor plan.) In one of these is a large, circular table on 
which a table setting, complé&te with china and glass as 
well as silver, is always displayed. Half-moon mirrors 
in the doors, recessed display cabinets and curved cases 
add the modern touch to the shop. 

The store has a rounded corner entrance done in 
stainless steel trimmed in maroon and gray. A maroon 
awning in a concealed holder is set in each wall above 
the show windows. Two small display windows, one 
on each side of the door, are set in the vestibule to attract 
milady as she enters or leaves. A large Neon sign in 

(Please turn to page 48) 


In the diamond room, a "daylight" fluorescent lamp 
shows gem colorsaccurately. 
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Windows Can Boost 
Year-End Volume 










by ROBERT M. JORDAN 


ORESIGHT is one of the most important elements of actual holly interspersed among the goods shown to 
in successful merchandising. Now is the time to suggest the Christmas atmosphere. 
plan your window displays for the days immediately Either of two ways would be effective for showing 
before Christmas and those that follow. the merchandise. One would be to group together items 
By the time Christmas buying swings into its final for men, for women, for boys and for girls, with a single 
week, your sidewalk traffic will have become satiated small showeard in each group lettered, respectively, 
with Christmas displays featuring Santa Claus, rein- “Gifts For Men,” “Gifts For Women,” “For Daughter,” 
deers, snowbound houses on distant horizons, and a “For Son.” 
simple merchandise display without these stereotyped The other arrangement is the one indicated in the 
Christmas frills would be apt to get attention by its sketch where each item has its own individual card. 


These are circular pieces of cardboard about six to eight 
inches in diameter, repeating the motif of the clock 
with the hands at one minute to 12, and each bearing 
across the face a brief message appropriate to the gift 


very contrast. 

The illustration at the top of this page suggests one 
way to carry out this type of simple display to get those 
last-minute shoppers. Such a display should be installed 


at the beginning of the shopping week preceding Christ- displayed. For example, such phrases as: 
mas because it is designed to provide definite sugges- “Aunt Mary has been longing for a cameo pin for 
tions for those shoppers who, in the final week, still find years.” 


“Mary would be thrilled with a new watch.” 


themselves in a quandary as to the gifts that still remain c . : ne tape 
‘ “A lighter gives a man an air of sophistication. 


to be purchased. 


This window would be very simple to install. All Space limits the number of suggestions that can be 
that is needed is a backing piece on which are lettered offered here, but it is a simple matter to take the mer- 
the words, “Timely Suggestions for Last-Minute Shop- chandise you are planning to show, and piece by piece 
pers,” and a clock face with the hands pointing to one work up a suitable gift suggestion phrase for each. 
minute to 12. (See sketch.) A spray of holly may be Although the suggestion above recommends a simple 
painted over the top of the clock face and a few sprigs display without the accustomed Christmas motifs, such 
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as Santa Claus and Christmas trees, you can take even 
such a common element at Santa Claus and give it a 
dramatic wallop, that will have a real sales punch right 
up to the time he climbs down the chimney on Christmas 
Eve. 

The illustration at lower left suggests one such way 
to dramatize Santa Claus in your window. The idea is 
to cover the inside of your vestibule windows with card- 
board or wallboard on which have been painted two large 
Santa Claus heads. The eyes of the illustrations are cut 
out and are at such height from the sidewalk that the 
shopper can do as the heading suggests, namely, ‘Look 
Through Santa’s Eyes For Timely Gift Suggestions.” 

One Santa Claus is marked “Gifts For Men,” and the 
other, “Gifts For Women.” 
partitioned-off space in which is displayed a group of 
items suitable for the sex indicated. 
that such a display be placed in the vestibule rather 
than in a window facing on the sidewalk since not more 
than two people could view it at the same time and, 
therefore, it would be well to place the display in this 
manner, to avoid sidewalk congestion and also to keep 
your main windows clear for the larger audience. 

Possibly a trick stunt of this sort may seem to be not 
quite in keeping with the dignity of a jewelry store. It 
is frankly a stunt but it embodies a display principle 


Back of each is a box or 


It is suggested 


that has been used by many of the finest retail estab- 
lishments in the country, and has always proven a real 
attention-getter and sales-builder. 

Although up to now we’ve been talking about pre- 
Christmas merchandising, now is also the time to begin 
planning for after-Christmas activity. 

One of the established principles of successful mer- 


Even so threadbare a motif as Santa Claus 
can be given a new and intriguing slant. 





FOR LAST MINUTE GIFT SUGGESTIONS 
LOOK THROUGH SANTAS EYES 





chandising is that of clearance sales starting shortly 
after Christmas and running through the month of 
January. 

The illustration in the lower right-hand corner sug- 
gests a way in which the bargain-hunting appeal may 
be combined with making a bid for the Christmas gift 
money which is often received instead of merchandise. 
On the left-hand side of the background are mounted 
several gift cards with each of which should be shown 
a dummy check or an actual crisp new $1, $5, or $10 
bill. It is suggested that at least one of each denomi- 
nation be used. 

Across or above these is placed a band on which is 
lettered, “Invest Your Christmas Money In Lifetime 
Values,’ and at the right a showcard which says, “Big 
Savings For You During Our January Sales.” 

On stepped plateaus are placed an array of gifts in 
various price classes. For example, the bottom level 
might be a grouping of gifts for $1, the second, items 
priced at $5, the third, a group for $10, and perhaps 
a small selection at $25 and over, on a fourth step. With 
each group is a card on which the sale price and regu- 
lar price of the items in that group is indicated, such as 
“$5 each, formerly $7 to $10.” To tie up with the 
Christmas money idea on the background, a ribbon or 
streamer is run from each of these cards to the bill of 
the correct denomination. That is, a ribbon would lead 
from the $1 bill to the group of $1 gifts, another ribbon 
from the $5 bill to the $5 group, and one from the check 
to the more expensive items. 

On the Christmas cards it would be a good idea to 
have written in different handwritings various messages 
suggesting the use of the money by the recipient to pur- 
chase his or her own gift, such as: 

“I know you would rather get something you really wanted 
so I am saying, ‘Merry Christmas’ with the enclosed.’ ” 

Or, “I hope you will find something with this that you will 
enjoy for many years.” 

Epiror’s Nore: The author of this article, fifth of a 
series, Robert M. Jordan, is sales manager of the Ostby 
& Barton Co., Providence, R. I., manufacturing jewelers. 


January bargains will help to entice 
Christmas gift money into your store. 
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Weisfield & Goldberg's Clearance always draws crowds 


“Plan Ahead for January Clearanee” 


ERE is a successful jewelry store—Weisfield & 
Goldberg, Inc.—which deliberately plans in ad- 
vance to get volume in its January clearance sales. 

“We have found that a lot of people during the holi- 
day season are somewhat uncertain of their circum- 
stances or employment after the first of January. In 
December, that is, they are not sure that their job is 
going to last through into the following year because so 
many changes in employment are made after the holi- 
days.” 

So said John Stusser, store manager of Weisfield & 
Goldberg, Inc., Seattle, in opening his first interview to 
any business paper, granted to the Seattle correspondent 
of Tue JEweiers’ Circutar-KeysTone. 

“We find each year a certain number of people ac- 
tually hold off buying, or postpone it, during December. 
Many, of course, buy for Christmas some luxury mer- 
chandise as gifts . . . but there are also a good many 
gifts of a very practical nature, especially those for the 
giver’s immediate family. Also in the case of gifts for 
one’s immediate family, people often take a very practi- 
cal viewpoint about their Christmas giving. Often they 
postpone the purchase of a major gift until they are sure 
they can afford it. 

“It is not at all unusual, for instance, for a husband 
to give his wife some little token at Christmas with the 
understanding that if all goes well, a more substantial 
gift will follow later. 

“So we realize that we have a second Christmas shop- 
ping season—the month of January, for those who have 


‘held off. We find that when a man feels after the New 


—says one who does 


Year that he is sure of his job, he is likely to be in a 
buying mood in January. So we plan for stimulated 
selling to such people. This is treated at the Weisfield 
& Goldberg store not so much as an overflow or clear- 
ance, therefore, as a real additional tidal wave of sell- 
ing—a second Christmas season—something directly 
planned for, with a surplus over our expected December 
sales deliberately bought with our January business in 
mind. 
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“It is then that Weisfield & Goldberg turn on the heat 
with big newspaper advertising.” 

Weisfield’s manager has directed merchandising in 
January, as in every other well-planned month of mer- 
chandising in the year—away from that normal reaction 
that sets in with the New Year—and sets in with too 
many jewelry houses—that well-known Micawber-like 
waiting for something to happen. 

“We know that if we want the year to show best re- 
sults, we have to start the ball a-rolling right off the bat 
in January,” he stated, “so we proceed on the theory 
that it is a whole lot better to stimulate our profits in 
January by volume business on a modest margin, than to 
take a higher rate of profit per sale, and then not get 
enough volume to make any profit at all. A merchant 
may charge so much profit he cannot do any business.” 

Hence the structure of this January clearance—the 
framework behind the selling of surplus merchandise 
by multiple units—in heavy volume—with results Mr. 
Stusser refuses to be quoted on as a matter of policy of 
his store, but which he emphatically says has proven 
excellent business. Ralph Goldberg, company president, 
confirmed results with the statement that “the January 
clearance sale is the biggest thing the store has ever 
ad 

A glance at the crowds responding to the sales promo- 
tion in January, as shown in the accompanying photo of 
the sidewalk scene before the store, indicates results, if 
any further evidence were necessary. 

Getting in the ground floor is the finest start for the 
New Year, Mr. Stusser has found—so as the New Year’s 
bells peal out their tidings, he has his advertising ap- 
peals all set to go. 

“We tell customers we are ready to go in the coming 
year, and sound an optimistic keynote. We say that it is 
going to be the best year we have ever had. We go 
through every single department and take a close anal- 
ysis of the merchandise not doing so well in December, 
and at the same time we make a survey of what we 
should do next year. ; 

“But as to the surplus merchandise, we do not wait 
until next year. We conclude it is better to whittle the 
margin lower to dispose of it . . . and give folks a really 
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Close pricing and vigorous advertising 
are twin foundations of this 

Seattle firm’s big January promotion 
It clears out surplus stocks 


and starts the new year with energy 


By ¢. M. Littlejohn 


irresistible buy—something they will buy because of its 
price, whether they need it right away or not. This 
close pricing and vigorous advertising are the twin foun- 
dations for our build-up of January volume, and they 
work!” 

Here the store manager was interrupted by two 
charming women customers, calling for some satisfaction 
-—about some silver candlesticks—though apparently it 
was the customers’ fault. Disarmingly, he put the mat- 
ter right up to one of them: “Just what do you think, 
madame, the store should do as a fair adjustment?” 
Needless to say the matter was adjusted most satisfac- 
torily to both customer and store, and a smiling woman 
departed with her friend. 

Then resuming the interview: 

“We show no favors in any of our departments. We 
except only the standard staples or contract merchandise 
on which we can give no discounts—unless they are 
obsolete lines, or authority has been granted by the 
accredited standard house to do so, and we have permis- 
sion to make a discount or allowance. 

“The successful campaign we have each year in Jan- 
uary gives momentum to carry us on with concentrated 
effort towards the other months of the year. And by 
seeing how customers respond in January, we can esti- 
mate the buying trend and plan and follow through, as 
we are doing in the succeeding months. Once the public 

(Please turn to page 47) 


® Smashing ads, with same-style reverse 
heads, command attention in the news- 
papers every two or three days during 
the January clearance. The first-day, 
four-column ad is on the facing page. 
The others shown are three columns wide. 
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E wonder how many of our readers realize how 

much business is being taken away from legitimate 
jewelry retailers every year by the depredations of the 
so-called ‘“wholesale-retailers” and the industrial catalog 
houses offering goods at supposed cut prices. 

The Harvard Business Review has recently published 
the results of a survey that was made in the metropolitan 
area of Boston to determine the extent to which trade 
in various kinds of consumer goods is being diverted to 
this method of buying. Some of the figures are ap- 
palling. 

For example, out of 742 people who had recently 
purchased watches, 12.9 per cent reported that they had 
bought at “discounts from list prices.” In the small 
electric household appliances such as toasters, food 
mixers, etc., which are a major item for many jewelers, 
especially credit stores, from 27 to 50 per cent of the 
purchases had been made through discount channels. 

Thirty-five per cent of the unskilled workmen inter- 
vi 43 per cent of the transportation workers, 54 
per cent of government employes, and 66 per cent of 
the skilled factory workers,—said that at one time or 
another they had bought merchandise in this way through 
the companies employing them. 

Note how the percentage rises in better income groups. 
As the customer’s ability to buy, and therefore his 
desirability as a customer, increases, the more likely 
he is to have access to, and purchase from, a “‘discount”’ 
catalog. 

And this trend continues right up the scale. 
ple in financial, accounting, and insurance work, the 
percentage is 70 per cent, for salesmen and sales man- 
agers, 85 p.c., and for industrial executives, 92 p.c. 

The jeweler who has been telling himself that the 
problem doesn’t affect him, because he appeals only to 
the “carriage trade” is sadly mistaken. It’s a problem 
that affects every retail jewelry store, cash or credit, 
large or small, “high-hat” or “popular.” 

Nor is the Boston area any worse than other locali- 
ties. The National Retail Furniture Association has 
found that approximately 1800 large New York em- 
ployers make special purchasing facilities available to 
their employes. In Chicago there are 1100 who do so, 
and in Detroit more than 600. 





For peo- 


Lets Stop this Erosion 
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This same organization, after intensive study of the 
subject in several districts and from many angles, esti- 
mates that one and one-half billions of dollars a year— 
about 9 cents of every dollar spent at retail, outside 
of service trades, restaurants, etc.,—is diverted from 
regular retail channels. The percentage of jewelry 
business so diverted is probably much higher, for the 
same report also shows that jewelry and silverware are 
two of the lines hardest hit by this kind of buying by 
consumers. 

There’s a volume of business that is well worth mak- 
ing a real effort to re-capture, and experience has shown 
that at least a substantial part of it can be recaptured 
if retailers will take the trouble to go after it. 

The Retail Jewelers Association of Western Penn- 
sylvania, working along the lines that have been advo- 
cated in these pages—namely, educating employes to the 
evils of this method of distribution, and urging them to 
discontinue it in their own plants and offices, has suc- 
ceeded in getting the “cut price” catalogs barred from 
many of the largest companies in the Pittsburgh dis- 
trict. (Page 60 of J.C.K. for October.) 

In Wisconsin, the Retail Jewelers’ Association, work- 
ing in concert with retailers in various other lines ad- 
versely affected by the activities of the catalog houses, 
have secured the enactment of a law forbidding employe 
discount buying in that state. (Page 64, JeweELers 
Circutar-Keystone for September.) 

And the National Retail Furniture Association, 
referred to above, through various drives by local com- 
mittees, has gotten 225 large concerns with a total of 
more than three million employes to put a stop to all 
forms of discount catalog and special privilege buying. 

Yes, it can be done, when and if retailers realize its 
importance and make the effort. No elaborate organ- 
ization, no campaign for funds is necessary. All that’s 
needed is a group of men, whether state or district 
association, or an informal local group, who will devote 
a little time and trouble to the job of educating em- 
ployers. 

The Jeweuers’ Cincuuar- Keystone will be glad to 
hear from any such groups to advise them, to supply 
arguments and data, and to work with them in every way 
for the benefit of the legitimate retail jewelry trade. 
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Wadsworth 


THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave.; Chicago, 35 East Wacker Drive; San Francisco, 140 Geary St. 
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STYLING GOSTUME JEWELRY 


HEN dress designers turn to the past for inspiration, they interpret the style 
of some older day in terms of 1939-40—they don’t make slavish copies of 
grandmother’s garments. Witness the streamlined “back-interest,” which is a glori- 
fication of some designs to be found in old copies of Godey’s Ladies’ Book but is 
hardly to be recognized as a bustle. To be worn with period-influenced dresses, 
costume jewelry should likewise thoroughly modernize the sort of ornaments that 
were popular during the period from which the dress styles are drawn. But instead 
of being interpreted in today’s light, all too often the costume jewelry that is made 
for such gowns is nothing but a literal, unimaginative reproduction of an old- 
fashioned, out-dated ornament, which, far from adding to the beauty of a modern 
“period” dress, actually is a discordant anachronism. From the commercial view- 
point, the making and selling of this sort of costume jewelry harms the jewelry 
industry because it hampers the natural evolution of design to conform to necessary 
style changes—the pivot of all other industries connected with women’s fashions. 
Because it modernizes 18th century style, the accompanying design for a costume 
jewelry necklace is correct for a new gown inspired from the same century. The 
design is by courtesy of “l’Officiel de la Bijouterie et Accessoires,” Paris. 
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|] Pearls— 


more popular than ever— 


The Ideal . 
Christmas Gift 


In a current fashion magazine almost 
60% of the illustrated matrons and 
debutantes wore PEARLS. Capitalize on 
this popularity by featuring PEARLS as 
the Ideal Christmas Gift. In your ad- 
vertising and promotion, and in your 
windows and store displays, feature 
MIKIMOTO—perfectly symmetrical, ex- 
quisitely lustrous—-CULTURED 
PEARLS, for increased business and bet- 
ter profits. 





















Strairar’ QM Piette at 
$10.00 and up. $20.00 and up. 
Since 1894 the MIKIMOTO 
seal on a necklace or bracelet 
has been a safeguard—a guar- 
antee to you and your custom- 
ers of the highest quality of 
Cultured Pearls—grown in the 
living oysters—by MIKIMOTO 
—the originator and inventor 


of Cultured Pearls. 


If a visit to one of our offices is not convenient, we 
invite your inquiry by mail. 


h. MIhIMOTO, ING. 


630 Fifth Ave., New York 
55 E. Washington St., Chicago 209 Post St., San Francisco 
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The peak season for DIAMOND 


SALES lies in December. (National 


Survey.) Will you get your share. 


of Christmas diamond business? 


46,000,000 national advertisements 


have been published to help you. 





The 46,000,000th advertisement has been re- 
leased in the long-term national promotion of 
diamonds in competition with other promoted 
luxuries. Soundly based on your own answers 
and the answers of your customers to the Na- 
tional Survey—addressed to the people who are 


your potential customers—stressing the selection 


Reprints of Advertisements, $2 per 100 








CUGACENENT CESTERE 


MN 
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Advertisement Display 


Envelope Stuffers 


Vie Gomme) orymet walle 
seve omprrned te henge tghe of 
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Window or Counter Cards 


Stand, $4 each First 100, $2.50 $1 for complete 
(including 7 sets of Each additional set of 12 
3 proofs) 100, $1.25 (including 4 stands) 


business. 


of finer stones — costing you not an extra penny! 
Think what this can mean to your Christmas 
Identify your Christmas advertising 
with this powerful influence on public opinion. 
Tie in your gift displays and promotions. Do not 
delay to send for the display material described 


below if you have not already done so. 


Dre BEERS CONSOLIDATED Mines, LTp., AND ASSOCIATED COMPANIES 


This promotional material has been approved by De Beers 
and will be distributed at cost in the United States by 
The Reuben H. Donnelley Corp. Write for further in- 
formation or send in your order, using the order form 
contained in the portfolio which you have already re- 
ceived. Address: Diamond Promotion Dept., The Reuben 
H. Donnelley Corp., 305 East 45th Street, New York City. 
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@ Pride is a powerful emotion in its influence on human actions. 


This ‘family 


tree'' display skilfully employs this potent trait to stimulate the sale of diamonds. 


Diamond Sales Grow on Trees! 


REES have sentimental associations that help you 

sell fine jewelry. We don’t need to remind you of 
a Christmas tree laden with gifts. But we'd like to 
suggest the family tree. ‘The family tree is all bound 
up with family pride, and family pride is one of the 
emotions that make people part with their money to buy 
lasting possessions like diamonds. 

Graphically, your family tree is a chart of the gener- 
ations of your family with all your aunts and uncles 
and cousins forming the many branches. Sometimes 
there are family coats-of-arms lending bright color to 
the graph. You often see family trees in history books, 
and everybody is interested because everybody has some 
measure of family pride and affection. 

But these inner qualities which motivate people to 
purchase lasting and valuable gems are not easy to 
It is diffi- 


Therefore. 


illustrate in advertising or in your window. 
cult to give a concrete form to an emotion. 
the recent window display of Arthur C. Sognow, Inc., 
in Radio City, New York, which is pictured at the top 
of this page, and which cleverly visualizes the idea of 
the family tree, is a distinctly worthwhile suggestion. 

The tree is a padded form entirely wrapped with 
silver ribbon. To its branches are pasted circles of grey 
tulle to suggest the cloud of foliage. Little coats-of- 
arms in their characteristic shield shapes and gay colors 
are attached here and there and the inscription above 
the display reads, “Diamonds that are Worthy of your 
Family Tree.” Small dummy packages wrapped and 
tied as gifts interspersed among the jewelry pieces 
shown, further carry out the suggestion of buying and 
giving. 

The jewelry display boxes and fixtures are covered 
in “diamond blue” bagheera, “diamond blue” being the 
pale turquoise used in the De Beers diamond advertis- 
ing. Two of these advertisements in their special silver 
frames are seen at each side of the display. A small 
card, also in the De Beer’s series, talks about the Heir- 
looms of Tomorrow. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for December, 1939 


41 


Another novel and eye-arresting display fixture re- 
cently seen is the “Santa Claus tree” pictured at lower 
right. ‘To a wooden upright is attached a wood cross- 
bar to each of which is attached a piece of gilt paper 
shaped like a mitten. A face, cap, and Santa Claus 
beard are similarly suggested by other pieces of gilt 
paper cut and rolled as shown and attached to the top 
of the upright piece, the wooden upright and cross- 
arm being either gilded or covered with gilt paper. 

Both the “family tree” and the “Santa Claus tree” are 
available to jewelers through N. W. Ayer & Son, adver- 


tising agents in charge of the De Beers diamond cam- 


paign. 





@ A new Christmas display 
fixture idea that is simple, yet 
different, and highly effective 
for suggesting gifts of jewelry. 
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PRINCESSE CULTURED PEARLS 
oh ON AD ad») COLETN 


In Princesse Cultured Pearls there is a difference you will appreciate. Not only do we import pearls of exceptional value, but we have manvu- 
combination, which carries an unconditional lifetine guarantee, will be sent on request to fit any requirement. The above prices are Keystone. 


factured and patented a necklace clasp that has become one of the 











arnet— birthstone for January 





ROUGH GARNET FROM MADAGASCAR AND FASHODA 


; by ROBERT M. SHIPLEY 


president, Gemological Institute of America 


Q.—What is the origin of the word “garnet”? 

A.—The name garnet comes from the Latin “grana- 
tus,’ meaning “seed-like.” Garnet was known thousands 
of years before the Christian era and is mentioned in 
early Biblical writings, where it was probably also called 
both ruby and carbuncle. The name carbuncle is also a 
Roman name; all glowing red gems were “carbuncles.” 
Today this term should properly be applied only to red 
garnets cut “en cabochon.” 


* * * 


Q.—What is garnet? 

A.—Garnet is a gemological group, containing several 
different species, all of which are closely related chemi- 
cally, but one of which varies considerably from the 
others in hardness and other properties. These various 
gemological species and varieties are classified as fol- 
lows: The species almandite (hardness 714), containing 
only one variety used as a gem—almandite; the species 
pyrope (hardness 7-714), also containing only one vari- 
ety used as a gem—pyrope or Bohemian garnet; the 
species grossularite (hardness 7), containing three vari- 
eties used as gems—green grossularite or gooseberry 
garnet, hessonite (or essonite), and cinnamon stone; 
the species andradite (hardness 6-7), also containing 


three varieties usable as gems—demantoid, topazolite, 


and melanite; the species rhodolite (hardness 71), 
which is less important as a gem; and lastly the species 
spessartite and uvarovite, neither of which is important 


as a gem. 
* + 


Q.—Do any of the garnets ever exhibit pheno- 
mena P 


A.—Very rarely the almandine variety will show a 
star. Other phenomena are unknown in any of the 


garnets. 
* * * 


Q.— Where is garnet found? 


A.—Garnets are found in almost every country. Not 
all the stones, however, are of gem quality. 


* * * 
Q.—Are the various garnets durable stones? 
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A.—All the species are above quartz in hardness, with 
the exception of andradite, which has a hardness of 
614-7. All species are very tough. For these reasons, 
all garnets are classed as very durable stones. 


* * * 
Q.—Do the various garnets have any imitations? 


A. 


doublet), and only very few of these. 





No imitations are made except glass (imitation 
Garnet itself is 





ALMANDITE GARNET ROUGH 


often used for the top of a doublet, imitating a more 
expensive stone. The so-called “synthetic garnet” is 
usually a synthetic spinel. 
* + * 
Q.—Are the garnets stones in which customers 
will be interested P 
A.—Very much so. They will appeal especially to those 
persons who desire a durable and beautiful gem at a 
reasonably low price; also to those who wish to make a 
selection from a wide range of colors. 
* * 
Q.—Is there really such a thing as a green 
garnet? 
A.—Yes, definitely. In fact, both the species andradite 
and the species grossularite contain green varieties. 


* * * 
Q.—In what other colors is garnet found? 
A.—The various species and varieties of garnet pro- 
duce almost every color except blue. These colors range 
from fine deep red and beautiful violets to nearly emerald 
greens. 
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pledge you our individual attention in filling your orders. 
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Good cheer and good business during the Holiday season! 


A very Merry Christmas and 
a Prosperous New Pear to all 


Dreher Bros. & Wider 


Importers and Cutters of Precious and Semi-Precious Stones 


48 West 48th St. New York City 
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Display Shows How 35 Tons of Blue Ground 


Must Be Processed for Half-Carat Cut Gem 
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INDOW displays demonstrating the evolution of 

the diamond—from the “blue ground” of South 
African mines to the engagement ring glittering on the 
finger of a bride-to-be—have just been prepared by the 
Gemological Institute of America, in collaboration with 
the DeBeers Consolidated Mines, Ltd., and associated 
companies, of Kimberley, South Africa. 

Chief purpose of the exhibit is to educate the public 
in the value of the diamond and the cost of bringing the 
cut and polished gem to the buyer. Few people realize 
the vast quantity of diamond-bearing rock that must be 
mined and processed to produce a diamond one-half 
carat in size, after cutting. For a cut stone of this size, 
miners must bring up from the depths of the earth 
320,000,000 times that diamond’s weight. Only four 
and one-half carats of diamonds are found in 35 tons of 
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Map, charts, photos, specimens tell the story 


blue ground, of these only two carats are left after re- 
moving industrial diamonds and bort, only one carat 
remains after discarding poor stones, and but one-half 
carat finally results after cutting. 

Miniature steel mine trucks emerge from a shaft, bear- 
ing “blue ground” and precious rough. Then a series of 
photographs shows the crushing, hauling, washing and 
grease-table sorting operations. To the right of this part 
of the display, and in the center of the window, is a 
vertical cross-section through the Kimberley Mine, show- 
ing the various shafts, levels and rock formations. 

Another part of the display reproduces a map of 
Africa, revealing the proportion by dollar value of the 
diamonds produced in various parts of the Black Conti- 
nent during 1938. This map was prepared and published 

(Please turn to page 47) 


Copyright 1959 - Gemological Institute of America 
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TON OF BLUE GROUND (ROCK) IN EACH TRUCK—35 TONS IN THIS GROUP 


@ This chart, appearing in the left 
foreground in the window above, 
demonstrates the rarity with which 
diamonds are found in the famous, 
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44 CARATS FOUND IN 35 TONS OF BLUE GROUND 





VY 


TO BRING YOU A 2 CARAT CUT DIAMOND 


IT HAS REQUIRED THE REMOVAL FROM 


diamond-bearing "blue ground" of 
the South African pipe mines. 
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CARATS LEFT AFTER REMOVING INDUSTRIALS AND BORT. 


® 


1 CARAT LEFT AFTER REMOVING POOR STONES. 


@ 
Ya CARAT LEFT AFTER CUTTING. 
PERCENTAGE OF GEM DIAMONDS, RECOVERED FROM 


GREAT DEPTHS OF A MASS OF BLUE GROUND 


320,000,000 TIMES ITS OWN WEIGHT. 











BLUE GROUND AT THE MINES, AFTER REMOVAL OF 


INDUSTRIALS, BORT, AND POOR STONES. 


45 


























More Reader-Interest 


for Diamond Ads 


OWARD warmer, more glamorous sales copy in 

jewelry store diamond advertising, THe JEWELERS’ 
CircuLar-KeysTone offers on this page 34 attention- 
commanding headlines used during recent weeks by 21 
different jewelers. 

These headlines, each of which was accompanied by 
an illustration and a further sales message in small 
type, have different emotional slants. But they all have 
reader-interest. 

These headlines are not copyrighted; therefore any 
jeweler who chooses may adapt them into his own dia- 
mond advertising. 

“If the lady’s in love with you, then it’s time you 
selected that ring at White Bros.’”—White Bros. Co., 
New Orleans, La. 

“The right ring for her left hand’—Square Deal 
Miller, Detroit. 

“What will her friends think of her diamonds ?”— 
Wright, Kay & Co., Detroit. 

“For the most precious moment in your life and 
hers’—B. Spector & Bro., Inc., New Haven, Conn. 

“Even the bargain-hunter doesn’t want a bargain 
diamond” —Wright, Kay & Co., Detroit, Mich. 

“Let the ring on her hand show the love in your 
heart”—Rogers & Co., Columbus, Ohio. 

“Will you get the diamond she is hoping for?”— 
H. J. Howe, Inc., Syracuse, N. Y. 

“With these rings—wed in fashion’—Coleman E. 
Adler & Sons, New Orleans, La. 

“Will you be one of the few lucky women who will 
own this exclusive Ross pair?’—Ross Co., Inc., Wash- 
ington, D. C. 

“When only a perfect diamond will answer”—Thomas 
Long Co., Inc., Boston, Mass. 

“A fine diamond never sees the bargain counter’”— 
Wright, Kay & Co., Detroit. 

“Diamonds—our hobby”—Frank Herschede 
Inc., Cincinnati. 

“A fitting climax to her dream of love’—Ross Co., 
Inc., Washington, D. C. 

“Why buy a diamond in the dark?”—Wright, Kay 
& Co., Detroit. 

“To love and to cherish” 
Haven, Conn. 


Co., 


New 





Michaels, Inc., 
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‘“‘Romance—there is romance in a diamond, precious 
gem to love and cherish for a lifetime’”—Bam’s, Inc., 
Richmond, Va. 

“Made for each other—many young couples are se- 
lecting both solitaire and wedding ring together—for 
perfect harmony’—A. Stowell Co., Boston, Mass. 

“When you buy your diamond at Sharfman’s you get 
dividends in satisfaction” —N. Sharfman & Son, Inc., 
Worcester, Mass. 

“Whom can you depend on in choosing a diamond?” 
—Wright, Kay & Co., Detroit. 

“You can’t make a dull diamond brilliant’’—Wright, 
Kay & Co., Detroit. 

“Modern engagement rings with an age-old senti- 
ment”—S. & N. Katz, Inc., Baltimore. 

“The perfect tribute to her loveliness’—H. H. 
Mayer, Inc., Indianapolis, Ind. 

“Give her the thrill of a truly fine diamond’’—Julius 
C. Walk & Son, Inc., Indianapolis, Ind. 

“Captivating elegance in perfect diamond engagement 
rings” —Zell Bros., Portland, Ore. 

“Modern beauty decrees Brodnax selected diamonds” 
—Geo. T. Brodnax, Inc., Memphis, Tenn. 

“The lure of Claude S. Bennett diamonds—the pride 
and joy of possession’—Claude S. Bennett, Inc., At- 
lanta, Ga. 

“Diamond rings selected for their distinction’ —Webb 
C. Ball Co., Cleveland, Ohio. 

“Dreams of a lifetime fulfilled in pure white dia- 
mond engagement rings from S. & N. Katz’—S. & N. 
Katz, Inc., Baltimore, Md. 

“Here’s a diamond beauty beyond compare’’—Stone 
Bros., St. Louis, Mo. 

“Added beauty for a June wedding’—S. & N. Katz, 
Inc., Baltimore, Md. 

“You don’t need to be lucky in choosing a diamond” 
—Wright, Kay & Co., Detroit. 

“For the day of her dreams”—S. & N. Katz, Inc., 
Baltimore, Md. 

“The bridal pair of today’”—Cowell & Hubbard Co., 
Cleveland, Ohio. 

“The vogue of elegance’—S. & N. Katz, Baltimore, 
Md. 
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DIAMOND WINDOW DISPLAY 
(From page 45) 


by THE JeweLers Circutar-Keystone in July, 1939, 
and has been reproduced by the Gemological Institute of 
America with the permission of this journal. 

Large-scale glass models and photographs make clear 
to the public the interesting double-pyramid shape of 
perfect diamond crystals, and similar but less perfect 
crystals may be distinguished among several hundred 
rough gem and industrial crystals which complete the 
exhibit. 

The display of rough gems is divided into ten rows, 
according to color, perfection and size or cutability. 

The entire exhibit brings to the man on the street a 
realization of what is involved in diamond-mining oper- 
ations, the classification, grading and cutting of the 
stones, and an appreciation of the fascinating natural 
shapes of the rough gems. 

The Gemological Institute of America is making this 
display available to jewelry firms in which courses and 
examinations leading to the title of Certified Jeweler, or 
Registered Jeweler of the American Gem Society, have 
been passed or are being prepared for. 

An educational description of the window display, for 
release in the daily press, accompanies the showing. 


PLANNING JANUARY CLEARANCE 
(From page 35) 





is in the buying mood, it is much easier to buy—and sell. 
“So we follow through with our other campaigns. 
Each month is planned in advance to make sure of where 


we are going, and the step ahead. Each month is fully 
outlined as to merchandising. There is no hit or miss in 
our program. 

“We know from actual comparison with the previous 
year how we are doing both as to volume and profit. We 
plan our program from these successes, and follow as 
closely as possible with other merchandise, as that mer- 
chandise becomes available. We study and analyze move- 
ment in each department and learn by past experience.” 

At this point Mr. Goldberg came into Mr. Stusser’s 
sanctum sanctorum, with a message for the jewelry in- 
dustry and all the readers of J. C.-K., even you folks 
away out in back there. He is convinced that the jewelry 
industry should carry forward in every city and town a 
constant campaign to publicize articles of jewelry—and 
that jewelers themselves should set the example and 
wear more jewelry. 

Ralph Goldberg practices what he preaches. He 
showed the writer a pearl scarfpin in his cravat, and 
stated his belief that every jeweler should wear a scarf- 
pin if he expects to sell this item. He carries a thin 
model pocket watch of striking design and also wears a 
new model wrist watch. And he stated that he had re- 
cently sold three expensive watches from the thin vest- 
pocket timepiece he personally carries. 

Here, too, is another matter which both Mr. Stusser 
and Mr. Goldberg got off their chests—every society 
editor of every newspaper large or small be trained to 
mention jewelry of brides, matrons or society women, 
when she attends a society function, social affair, eve- 
ning at the opera, or what not. 

The society editor or reporter will mention the hat, 
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SAPPHIRES 


Emerald Cut and Marquise 


DIAMONDS 


Rubies, Emeralds, 
Pearls 





, Cat’s Eyes, Sapphires 


Star Sapphires, ranging in colors from exqui- 
site pale tones to deep blue—also mounted in 


euff links, 


and in rings for men and women. 


Gems of unusual beauty and value—available 


from our stock at all times. 


We are prepared 


to cooperate with you, on whatever your re- 
quirements may be. 
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the dress, even a 38c pair of stockings, Mr. Goldberg 
smilingly stated, as to new style or fashionable coloring, 
and yet not mention that most important article, the 
engagement ring. 

There certainly seems to be no reason why the papers 
should not have the society editor mention rings, brooches 
and other jewelry. And Mr. Goldberg further suggests 
that to build up the education of the society editor, who 
must understand women’s togs before she can get a 
society reporting job, that if she cannot describe the 
ring, she find out where it was purchased and call up the 
jewelry store, so that she will then be able to mention 
properly that: 

“Mrs. Van de Vere, stunning in blue taffeta, wore a 
beautiful platinum-iridium ring, set with marquise dia- 
monds and baguette and cabochon rubies in the latest 
tri-dimensional style.” And soon, of course, the versa- 
tile society editor will learn that a ring may be like one 
reported yesterday or last week, and will make jewelry 
a part of her job. 


"DAYLIGHT" MAKES SMART SHOP 
(From page 31) 


blue on both sides of the store and around the curving 
corner completes the effect. 

That the new store was really interesting to people 
Mr. Hoffner found out the first day it was open. He 
had 3000 gifts on hand but had given them all out by 
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2 p.m. He estimates 9000 people visited the store that 
day and evening. 

The front of the store was placed by the Pittsburgh 
Plate Glass Co. The Daybrite Lighting Co., St. Louis, 
furnished the fluorescent lighting fixtures. 





Thinking of Modernizing? 


If you are, you'll find a rich mine of helpful advice in the 
next issue of JEWELERS’ CIRCULAR-KEYSTONE. The Jan- 
uary issue will be a special Modernization Number with 
articles discussing every factor involved in the creation of 
an inviting, modern, efficient jewelry store. 

How to plan your lighting—the selection of flooring—the 
design and arrangement of show cases—questions about air- 
conditioning—signs—store fronts—show windows—merchan- 
dising the new store to the public—will all be fully and 
clearly discussed. 

Never before has so much useful information about jewelry 
store modernization been assembled. Watch for this big 
January issue—read it—study it—keep it. 




















Oscar Heyman x BROTHERS Inc. 
MANUFACTURERS AND GEM IMPORTERS 
642 FIFTH AUE.NEW YORK CITY 























For Your Own Good ... Support The Jewelry Industry Publicity Board 
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SYMBOLISM DIGNIFIES DIAMOND CAMPAIGN 


HEN the advertising campaign of the De Beers 
Consolidated Mines, Ltd., was launched last Sep- 
tember, it aroused considerable astonishment in adver- 
tising circles and perhaps a little skepticism in the 


‘ewelry trade. Instead of a dynamic, hard-hitting ap- | 


proac ; rae . ; 
subdued, almost ethereal, in composition. Symbolism, 


h to the diamond problem, the advertisements were | 


rather than sales, dominated both the text and the illus- | 


tration. 
It was not that beauty and poetry are strangers to 
advertising. Of course, they aren’t. But here was a 


campaign that had been inaugurated for one purpose: | 


the stimulation of diamond sales in the United States. 
That is a practical problem and it was generally pre- 
supposed that it would be attacked with a very practical 
style of advertising. Some jewelers, it must be admitted, 
were puzzled as the first advertisements appeared. They 
seemed to feel that the ads were on too high a plane for 
the mass of potential diamond purchasers. 

But to appreciate what was behind the decision to 


maintain the present mood of the diamond advertise- | 


ments, it is necessary to understand what prompted 
De Beers to undertake the campaign. Until it was begun 
there had been no organized effort on the part of jewel- 
ers in the United States to sell diamonds to the public. 
Or, such efforts as there were had been carried on in a 


hit-and-miss fashion. Meanwhile diamond sales were | 


declining. It soon became apparent that no luxury in 
modern civilization could hold a market simply by rely- 
ing simply upon the public’s undiminishing enthusiasm 
for it. 

What the De Beers campaign sought, therefore, was 
not merely to undertake a selling campaign but to make 


the public diamond-conscious. This could not be done | 


simply by hammering home a series of forceful argu- 
ments. It must be subtler than that. Just as the dia- 
mond is beautiful, dignified and poetic, so must be the 


general campaign that was to promote its sale. The | 
appeal must be to sentiment, to the prestige value of | 


possessions. 


Hence, too, the selection of the art work. Many | 


jewelers have felt that some of the illustrations were 
neither beautiful nor attractive. But it must be remem- 
bered that the signatures at the bottom of the drawings 


on the De Beers advertisements are names which art | 


authorities consider outstanding in the realm of con- 
temporary art. To have the work of such artists appear 
in commercial advertising is most unusual and carries 
enormous prestige with the knowing—the people of 
trained and discriminating taste. 

It must be remembered that the campaign has been 
directed primarily toward the higher strata of society 
because they are the people who set the fashions for the 
rest of the community. And if they adopt a fashion or a 
mood, it will inevitably be taken up in turn by the gen- 
eral market—and usually more enthusiastically and 


whole-heartedly than if the fashion had begun at the 


lower end of the scale. 

The theory behind the whole campaign has been that 
because its purpose is to sell an idea it will be more 
effective to approach this general market in this manner 
rather than by a direct and obvious attack. 
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"NEW MOUNTINGS" EARN DOLLARS 
CONSISTENT, well-advertised appeal to dig. 
mond-ring owners to modernize their settings Pays 

good results each year for the Selle Jewelry Co., of 
St. Louis, Mo.—based on the doubly profitable idea of 
building future diamond prospect lists, and realizing 
plenty of immediate business during the slacker selling 
seasons. 

Whenever customary diamond business slows UP no- 
ticeably for any reason, usually a seasonal slack period, 
according to Oliver Selle, president of the firm, the Selle 









The six old- 
style mountings 
compare most 
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cgay A to THIS ie 


some creation Stylés change in jewelry as in clothes. 





shown at the Don't let your hands shriek "Old Fash- 
right. ioned!"’ If your rings are out of style, 
let Selle's remount your diamonds in the : 
beautiful stylish creations of today. Am dtrle Selle Creation 
Costs so little... means so much, with TWO large 58-Facet 
diamonds. Mounting only 
Ask About Our Liberal $115.00 
DIVIDED PAYMENT PLAN Oe Te 


Choose From One Thousend Beautiful Stylish Mountings At New Low Prices 


Selle 225 HOB OVE 


SELLE’S Is the ONLY Store in St. Lou's Where EVERY Round Dizmond His 58 Facets 











store runs a 70 x 2 newspaper ad which calls attention 
to new setting designs in rings. Copy reads “Styles 
Change in Jewelry as in Clothes” and points out that 
immaculate appearance is equally dependent upon 
jewelry as clothing itself. One of the main selling 
points of the ad is its top cut—depicting six styles of 
rings going back 25 to 40 years in design. By using this 
number, the Selle store has found, it covers the field 
closely enough so that the owner of almost any outmoded 
stone can find the same style in the advertisement. This 
ad is always spotted on the first sheet of the second sec- 
tion of the daily newspaper, a prominent location which 
pays best dividends. 


TWO STERLING SALES AIDS 


Two books of immense aid to jewelers’ sterling silver- 
ware departments are the Flatware Stock Control Book 
and the Place-Service and Wedding Record, bound in 
imitation black morocco and published by the Sterling 
Silversmiths Guild of America, 20 W. 47th St., New 
York. 

The first of these books shows stock on hand, sales 
this year to date, and quantity on order, simplifies order- 
ing, keeps stock balanced and increases turnover. It 
contains 50 sheets and 12 index pages. It is priced at 
$2.50. 

The other volume contains 190 record cards and an 
alphabetical index. One side of the cards keeps the 
record of sales by place-settings, while the reverse side 
records all items purchased, dates of wedding and birth- 
day, groom’s name, engraving rubbing, and other data 


| useful for following up fill-in orders. 
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MULTIPLE-BLOCK DISPLAY IDEA CLICKS 


NOVEL method of wall case display is used by 

Levenson’s jewelry store in Washington, D. C. The 
idea consists of blocks, with plenty of space in each 
square to display one or more items of the same type. 

Mrs. B. C. Levenson built a series of modernistic 
steps with various sized compartments. “I figured that 
if each thing stood off by itself it would be more attrac- 
tive to the eye and draw attention to itself,’ she ex- 
plained. 

In one square she might have a waffle iron or two, in 
the next handbags, in the next silverware, then cocktail 
sets, or electric appliances of some kind. Thus each item 
is segregated and stands out. 

These squares are painted white inside and the outside 
wood trim is in black, with silver edging. The compart- 
ments vary in size, six 12 x 12 inches, four 9 x 16 inches, 
four 12 x 18 inches. On top of the steps bulky items are 
displayed such as overnight bags, for example. 

“This display idea saves a tremendous amount of 
space because if you made an ordinary mass display to 
attract the same attention, in order to be effective, you 
would have to have at least a half dozen of each kind of 
merchandise to catch the eye, which would take up too 
much room and at the same time tie up a lot of merchan- 
dise on inventory. In this way, also, you do not have to 
carry so much stock, just one or two of an item,” she 
said. 

“This method not only makes the display more com- 
pact but it also takes up far less room and consumes 
much less merchandise, which is the big idea behind the 
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Horizontal panels of ground glass, illuminated from behind, 
make the multiple block display especially effective. 
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display. You need only show one of an item in order 
to build up a nice display which catches the eye and 
holds it. 

“It also adds a touch of color and novelty to your wall 
case. It has produced many times the volume of business 
formerly obtained from even a mass display, or isolated 
displays. By building up a series of individual displays, 
many items can be shown, and better sales result. 

“Something they see there is sure to pull them to the 
case and they inquire about it. We have sold many 
items, like electric appliances, which our customers here- 
tofore bought elsewhere.” 

An exquisite thank-offering for the landing of Their 
Majesties in Quebec last May has been presented to the 
Anglican Cathedral in Quebec, Canada. It takes the 
form of a hand-wrought silver chalice and paten, adorned 
with delicately chased grapes and vine leaves. 
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See “Schicksnap” styles in all 
qualities for your smart Spring 


necklaces and bracelets. Write 


for our representative today. 
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31 TIPS FOR NEW SALESMEN 
(From page 29) 


jewelry may help you make a sale. 


Watches: 

21.—Find out exactly what the factory guarantees 
and what the store guarantees for the various watches. 
Find out from the watchmaker how accurate a pocket 
watch and a wrist watch should be, so your customers 
will not expect the impossible. Be able to explain to 
your customer, after the sale, about the care of the watch. 
Compare a watch with an automobile. If the customer 
understands that the watch is a delicate piece of ma- 
chinery and should be cleaned or serviced at least once 
a year, he will take better care of that watch. Explain 
that a new watch should be adjusted to the wrist during 
the first ten days. Show that the store is interested 
in seeing the customer pleased. 


Silver: 

22.—Ask these questions first: Is the silverware to 
be for the customer’s own use or for a gift? If for own 
use, find out the design preference; a. plain b. medium 
decoration c. ornate, carved or pierced design. With this 
information you can turn to patterns you know the cus- 
tomer will like, and proceed with sale. 

23.—If the silverware is to be purchased for a gift, 
find out, a. starting a new set or matching? b. For 
whom? If local, store may have record of pattern and 
pieces needed. c. if for out of town gift, explain that 


store will pack it for mailing. Your customer will ap- 
preciate your interest in her gift problem if your sug- 
gestions are helpful. 

24.—When showing plated flatware, make it a point 
to recommend a complete silver service so the customer 
may take advantage of the quantity savings. 

25.—The small silver serving pieces such as jelly 
servers, cold meat forks, bon bon spoons, priced to 
retail at 25c, are intended for use as “conversation 
pieces.” Instead of wrapping it up and saying, “Thank 
you, goodbye,” take a few moments to discuss the new 
pattern. Ask questions. Show some interest in your 
customer. You might say, “Have you started your silver 
set yet?” “What pattern do you have?” ‘What ser- 
vice pieces do you need to complete your set?”’ 


Credit System: 

26.—If your store has a time payment, or “lay away” 
plan, find out what it is all about so you can intelligently 
explain it to your customers. Familiarize yourself with 
the system to be followed when the customer says, 
“Charge it.” 


Handling Money: 

27.—The wise clerk knows what a counterfeit five 
or ten-dollar bill looks like. Any suspicious-looking bills 
should be brought to the attention of the manager— 
before ringing up the sale. Show all checks to the man- 
ager for his okay. 

28.—Be sure of the denomination of bills. Mention 
the denomination when you receive the bill from the 
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PEARLS AND PRECIOUS STONES 
636 FIFTH AVENUE 
NEW YORK 
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customer. Lay it above the cash drawer while getting 
change. Double check as you place the bill in the 
drawer. A mistake in favor of the customer is a loss 
to your store. A mistake in favor of the store may result 
in the permanent loss of a customer. Get it right. 


Advertising: 

29.—Read your store’s ads. Money is being invested 
to bring customers in so that you can sell. Check each 
item in every ad so that you will know where it is, what 
it is and how much it is. Read competitive ads. Check 
these with merchandise in your store. Compare style, 
quality and price. 

30.—Read your Jeweters’ Circutar-Keystone. Ask 
to see the back issues. You will find plenty of informa- 
tion there to help you. Take the magazine home and 
study it at night. 

31.—And finally, when a customer asks questions you 
are unable to answer adequately, make a note of it, and 
at your first opportunity ask the manager. Asking ques- 
tions is the quickest road to knowledge, and the more 
you know, the more you're worth to your employer. 


SWISS WATCH PRODUCTION CONTINUES 


The European War will neither impede the produc- 
tion of watches in Switzerland nor prevent the American 
market from receiving its normal imports, according to 
Hugo Buchser, THe Jeweters’ Circutar-Krystone’s 
special staff correspondent in Geneva, Switzerland. 

“Switzerland has generally mobilized,” a communica- 





tion from Mr. Buchser reads, “and all Swiss citizens 
able for military service have had to join the army. 

‘Nevertheless, although in 1914 most of the factories 
closed down for several months, this year nearly all of 
the factories kept open. Some factories are struggling 
against difficulties, with some of their specialized work- 
men missing, but the manufacture of Swiss watches is 
continuing as in the past. 

“During the last five years the Swiss watch factories 
have progressed tremendously in technical methods, so 
that even with a reduced staff they are able, owing to 
their very rapid output, to satisfy nearly any demand. 

“Moreover, the Swiss government has appealed to 
business to go on as in the past, and assistance in this 
respect will be given the industry by the government. 

“I am convinced that there will be no difficulty in 
supplying Swiss watches to the American market, for 
goods are being shipped via Italy instead of France.” 


NEW A. G. S. REGISTERED JEWELERS 


The American Gem Society announces the awarding 
of the title of Registered Jeweler American Gem Society 
to the following members during the past three months: 


W. C. Ashbury, Birks-Dingwall, Ltd., Winnipeg, Manitoba, 
Canada. 

E. P. Elebash, Elebash Jewelry Co., Pensacola, Fla. 

M. T. Ellis, Birks, Ellis, Ryrie, Ltd., Toronto, Ontario, Canada. 

P. J. de la Reussille, Reussilles’, Red Bank, N. J. 

J. G. Gurney, Gurney Bros Co., Brockton, Mass. 

Miss E. V. Keenan, Henry Birks & Sons, Ltd., Halifax, Nova 
Scotia, Canada. 

Paul F. Rapp, Edward Rapp, Burlington, Iowa. 

Wesley Savage, Wm. Gilchrist, Santa Barabara, Cal. 
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L’OFFICIEL DE LA BIJOUTERIE 
& ACCESSOIRES FASHION SERVICE 
TO CONTINUE UNCHANGED! 


ANNOUNCEMENT TO AMERICAN JEWELERS: 


REFLECTING THE PRESENT SPIRIT OF THE PARIS 
FASHION AND ART WORLD, THE WELL-KNOWN 
PARISIAN JEWELRY FASHION PUBLICATION, 
L’OFFICIEL DE LA BIJOUTERIE ANNOUNCES 
THE NON-INTERRUPTION OF ITS SERVICES 
IN CONNECTION WITH THE STYLING NEEDS AND 

FASHIONS OF THE JEWELRY INDUSTRY. 








A JEWELRY FASHION PERIODICAL 





and INDIVIDUAL STYLING SERVICE 
IN ONE: 


To serve the individual styling requirements of each 
Subscriber, Supplementary, Especially Created Exclu- 
sive Designs (minimum 6) are furnished to-order 
FREE OF CHARGE WITH AN ANNUAL SUBSCRIP- 
TION, in addition to the regular periodical Fashion 
Albums. 

SOME OF THE NUMEROUS APPROVALS OF SUCH 
DESIGNS BY AMERICAN SUBSCRIBERS FOLLOW: 
(FROM LETTERS ON FILE) 

“We are in receipt of the designs as per your letter of the 7th, fos 
which please accept our thanks and want to advise that these are 
entirely satisfactory.” | OTT. Inc., New York. 
“We wish to acknowledge receipt of the six beautiful designs that 


you so kindly sent us, which have met with our full approval.” 
SE ere er rere , Chicago. 


“This is to acknowledge receipt of six designs you sent us, as per 
our request of July 27th. Permit me to say that we are very pleased 


with them.” eT Tee Inc., New York. 


“ ... and would appreciate it very much if you were to keep on 
sending us more sketches from time to time, as those submitted 
looked very promising indeed and very lovely.” 

_ ee Pee Co., Inc., New York. 








Subscription Rates: 
(payable in advance) 


Photographic Edition 
(black and white): 


Chromatic Edition 
(colors of objects): 


Annual Semi-annual Annual Semi-annual 


$30.00 $20.00 $40.00 $25.00 


Remittance may be made by ordinary check. Also, if preferred, 

by bank against delivery of the Edition. 

L’OFFICIEL de la BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8*) France 
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SMALLER SIZE DIAMONDS SCARCE 


MARKED and growing scarcity in the available 

supply of diamonds, especially in the smaller Sizes, 
was noted by Louis B. Gurfein, diamond importer anq 
cutter, 608 Fifth Ave., New York, who has just returned 
from an extended trip to Europe. 

Several factors, says Mr. Gurfein, contribute to this 
situation, which in his opinion is likely not only to cop. 
tinue but to grow still more pronounced if the war cop- 
tinues for any length of time. 

Most obvious is the shortage of labor and increased 
wages for cutters. With both Belgium and the Nether- 
lands mobilizing their armies on a war basis and calling 
up all men of military age to serve with the colors, 
diamond cutting shops have lost many of their best 
operators and a large percentage of their total labor, 
Mr. Gurfein’s own plant, for example, which normally 
employs 50 men now has but 20 and this, Mr. Gurfein 
states, is typical throughout the industry. 

Considerable difficulty is also being experienced in ob- 
taining adequate supplies of rough. Due to the natural 
desire of British authorities to keep from falling into 
German hands material which is essential in the war 
industries, such as industrial diamonds, the British Con- 
trol Commission is proceeding very carefully and conse- 
quently very slowly in its releases of goods for 
shipment outside Great Britain, with the result that 
deliveries of rough goods, particularly in the small sizes, 
are several weeks behind the normal rate. The inevitable 
result of these two factors of shortage of material and 
shortage of labor has been a proportionate reduction in 
the current production of small cut stones, particularly 
the sizes from very small melee up to one-quarter carat. 
Fancy cuts also, in the production of which labor is an 
important item, are rapidly becoming scarce. 

The situation with respect to larger stones is not so 
acute although it is being felt to some extent and is 
likely to become progressively stronger as the war 
goes on. 

In the face of these conditions, plus a substantial in- 
crease in the cost of both material and labor, price ad- 
vances in finished goods have been inevitable. Rough is 
up from 15 to 20 per cent largely as the result of the 
added cost of war risk insurance and wages in the 
diamond cutting industry have been advanced by 25 per 
cent since the beginning of the war with a strong possi- 
bility, according to Mr. Gurfein, of further increases in 
prospect if the war continues to cause higher living costs 
in the neutral European countries. 

While the retail trade in America has not yet en- 
countered any serious shortage of goods, although there 
have been some price advances, Mr. Gurfein predicts 
that if the war does not end within the next six months 
and if the general business activity in the United States 
continues at its present rate, the shortage of stones with 
a consequent sharp advance in prices is likely to be felt 
in the American retail trade within six months. 





Concord Silversmiths have discovered an interesting 
little conversational piece for milady’s sweater, coat 
lapel or turban. It is their standard size salt spoon, 
sterling with a gilt bowl, to the back of which has been 
attached a pin. They may be engraved. 
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"PRECIOUS AND SEMI-PRECIOUS STONES" 

nd Semi-Precious Stones” by Michael Weinstein. 
n & Sons, Ltd., London. $3. Pp. 184, 1 color and 
Offered by Book Department, JEweers’ 


“Precious a 
3d ed. Pitma 
16 halftone plates. 
CmcuLAR-KEYSTONE. 


The title of this book is now unfortunate, for today 
it is generally conceded that there can be no sharp dis- 
tinction between the two groups, and the author finds 
himself in that dilemma on the third page. However, 
this new edition of a very useful short book contains 
much valuable information not easily available in other 
English works. 

The arrangement is unusual, the author speaks of 
synthetic and imitation stones, cutting and prices, before 
he describes any of the individual gems. Consequently, 
the reader is required to possess a fair knowledge of the 
subject to find the book really satisfactory. The chapter 
on gem characteristics and the physical properties of 
value in making distinctions between stones is likewise 
an excellent review for someone already familiar with 
the subject, but difficult for the uninitiated. 

The book really excels in its descriptions of the oc- 
currence and the history of the exploitation of some of 
the more valuable gems; diamonds, and rubies in particu- 
lar. The history of the De Beers Consolidated Mining 
Co. and its subsidiaries is well told, concise, and of inter- 
est to the trade. The same may be said of the account 
of the Burma Ruby Mines Co. Emeralds, opals and 
pearls are likewise adequately treated. 

The remaining gems, of his “semi-precious” group 
are discussed in less detail, and indeed, in some cases, 
probably insufficiently and certainly, in minor points, 
inaccurately. Part of these inaccuracies seem to result 
from failure to include discoveries and knowledge gained 
since the last edition of the book, a weakness often seen 
in revisions of older works. Though it is almost univer- 
sally recognized today that diamonds have never been 
successfully synthesized, Mr. Weinstein describes the 
old experiments at some length, as if it were easily done 
and the results unquestioned. The book is likewise some- 
what British in its outlook, feldspar is spelled without a 
“d” and the birthstone list is not that of America. 

The latter part of the book contains longer discussions 
of amber, jet and coral which are of considerable inter- 
est. Some of the superstitions connected with gem stones 
are given in a final chapter, and an excellent bibli- 
ography is appended. 

The color plate is good, as are the illustrations 
throughout. The book is, on the whole, very acceptable 
but should be used with due caution and in conjunction 
with some other book.—F. H. P. 





The 800-year old history of sterling, from the 12th 
Century days when silver craftsmen of the Hanseatic 
League brought wares of such high standard to England 
that the King ordained his silver coins be of the same 
quality as the “Easterlings’” silver, was outlined by 
Fred J. Cooper, 113 S. 12th St., Philadelphia, in a fact- 
jammed radio broadcast last month. 
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ADVERTISED} et Display gratis with purchase of 6 
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Beautifully graduated, selected pearls with white | 
gold filigree and diamond clasps. Prices include 
fine black velvet gift case with satin lining! 
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JOSEPH H. MEYER BROS. 
$89 FIFTH AVENUE NEW YORK CITY . 


29 E. Madison St., Chicago 704 Market St., San Francisco 
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MODERNIZATION FORUM 





@ To aid its readers in redy. 
signing, modernizing and im. 
proving their stores, Tuy 
JEWELERS’ CircuLar - Keysroyp 
has retained Murray M. Peay. 
stein, nationally known author. 
ity in jewelry store layout, a 
consultant. These services are 
entirely without charge, except 
when elaborate, individually 
prepared designs are requested 
In stating your problem please 
be explicit and include if pos- 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 239 W. 39th St., New 
York. You will receive a direct 
reply. 





MURRAY M. PEARLSTEIN 





INDOW DIMENSIONS—What are the proper 

height and depth of jewelry display windows for 
a store of 40 or 50 feet frontage? I have read with 
interest your comments on fluorescent lighting, and it 
is our opinion that while fluorescence diffuses a fine 
light, at the same time it has a disadvantageous effect 
on diamond jewelry. If fluorescent lighting could be 
combined with direct lighting, I believe we would have 
the answer to proper lighting for diamond jewelry. 
J.G. 

Answer—tThe bulkheads or platforms, in either size 
store, should be between 40 and 42 inches from the 
sidewalk. The height of the plate glass should be four 
to five feet, at the most; the depth of the windows 
should not be more than three feet, and the ceilings of 
the windows should be at least six feet from the plat- 
form. I would treat the area above the plate glass to 
the top of the sign, shown on the photo you sent, as 
part of the front, for this space lends itself to many 
smart treatments, and adds to the institutional appear- 
ance of the store. It is my opinion that an intelligently 
planned electric layout combining direct and fluorescent 
lighting will prove successful. 

















| 
| LUORESCENT LIGHTING—When we recently 
remodeled, we installed direct lighting at the sug- 
gestion of our utility company and are getting excellent 
results. However, a jeweler in a neighboring town in- 
stalled fluorescent lighting, and we are told by salesmen 
who have seen both stores that the fluorescent seems to 
kill the brilliancy of diamonds. We are interested to 
know whether fluorescent lighting is unsatisfactory for 
displaying diamonds. F. J. P. 





Answer—Other jewelers report similarly of the 
effect of fluorescent lighting on diamond merchandise. 
In its present stage of development, fluorescent lighting 
is not the type to illuminate diamonds and other jewelry 
items, which should be lighted by concentrated direct 

STADLER PHOTOGRAPHING filament light. For general illumination, there is noth- 

COMPANY, INC. | ing better on the market than fluorescent lighting, 
67 Irving Place New York City | properly planned and installed. 


A complete photographic ser- 





vice, supervised by experts with | 
years of training, insuring best 
results. 
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RICHARD H. LESLIE 


Richard H. Leslie, long a member of the staff of 
Tue JeweLers’ Circutar-Keystone, died of heart 
failure in his home in New York City Nov. 25. Mr. 
Leslie had been suffering from a heart ailment for about 
a year and for several weeks prior to his death had been 
confined to his home. 

The son of the founder and owner of the famous old 
Leslie’s Weekly, Richard H. Leslie was born in New 
York. He attended the New York public schools, Trin- 
ity Preparatory School in New York, and Trinity 
College, Hartford, Conn. 

After leaving college, he entered the advertising de- 
partment of Austin, Nichols & Co., New York, later 
joining the staff of The Dry Goods Economist of New 
York City. 

Subsequently he was editor of The West Side News, 
New York; then for a time was in the editorial depart- 
ment of the New York Morning Telegraph. 

In 1922 Mr. Leslie joined the staff of The Jewelers’ 
Circular, remaining with this publication to 1926, at 
which time he resigned to accept the editorship of the 
magazine, Art § Trade, a publication devoted to the 
gift field of which he was joint publisher with George 
F. Little of gift show fame. 

In 1929 Mr. Leslie joined the staff of The Keystone, 
Philadelphia, which was later merged with The Jewelers’ 
Circular to form the present JeweLers’ CircuLar- 
Keystone. After two years with T’he Keystone he re- 
signed in 1932 to rejoin The Jewelers’ Circular with 
which he had been connected ever since, having charge 
of the giftwares section of this publication. 

Mr. Leslie for many years had been recognized as an 
authority on gift and art wares in America and their 
merchandising. “Dick,’’ as he was affectionately known 
to his host of friends, enjoyed an exceptionally wide 
acquaintance and friendship among manufacturers and 
dealers in gift and artwares, and was widely known as 
a speaker on subjects connected with this field. His 
loss will be keenly felt not only by his family but by 
his friends and associates. 

Mr. Leslie, who had made his residence in New York, 
is survived by his widow, Jennie; two sisters, Mrs. Clif- 
ford Taylor of New York, and Mrs. Hazel Hurst of 
Connecticut, and two brothers, Harry N. and John. A 
solemn requiem mass was celebrated Nov. 28, at Holy 
Trinity Church, New York, with interment in Calvary 
cemetery, Long Island. 


GUIDE TO LABOR STANDARDS ACT 

Everyone who is an employer will probably find of 
value the ““Employers’ Digest of the Fair Labor Stand- 
ards Act of 1939,’ which has just been issued by the 
Wage and Hour Division of the U. S. Department of 
Labor. This pamphlet describes, in simple lay language, 
the most important provisions of the Wage-Hour Law 
as it affects employers. Particular stress has been laid 
upon the calculation of overtime pay and the record- 
keeping requirements of the act. Copies may be obtained 
from Wage and Hour field offices located in 25 of the 
largest cities, or by writing to the Information Branch, 
Wage and Hour Division, U. S. Department of Labor, 
Washington, Db. C. 
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DESERVE A MEDAL 








--- award in words 











As we review the largest year’s 
business in our history, it is fit- 
ting that we should thank the 
jewelers who have made this 
achievement possible, and ex- 
press our sincere wish that upon 
you, too, the sun of prosperity 


may shine. 


The success of our current lines 
has provided the incentive to our 
designers, who have developed 
new lines of surpassing beauty 
and sales possibilities. You will 
want to see the new items, and 
new interpretations of successful 
Bliss Bros. Compacts, Cigarette 
Cases, Combs, Lipsticks, Lockets 


and Bracelets. 





the name is .. 


~ BLISS 


BLISS BROTHERS COMPANY 
ATTLEBORO, MASS. 











OUR COMPLETE LINE WILL 
BE AT THE HOTEL SHERMAN, 
CHICAGO, DURING THE MID- 
WEST MARKET WEEK. 














The “Sterling Koom’ 


Makes Most Sales in This Store 


66’ } ‘HE man who wants to sell high grade silver today 

must sell service as well as merchandise!” So says 
Edward Young, vice-president of the H. Morton Co., 
jewelers at Oakland, Calif., who has followed that prin- 
ciple in developing one of the most successful sterling 
businesses in the San Francisco Bay area. 

Today, this firm has developed silver business to a 
point where it comprises between 50 and 60 per cent of 
the total volume. Better than 95 per cent of the flatware 
business is on sterling. In hollow ware the percentage 
naturally isn’t quite so high, but, even here, sterling 
predominates. 

The reason for that success, according to Mr. Young, 
lies in merchandising silver on a specialty basis, render- 
ing the customer a valuable advisory service which she 
can't get in every store. One of the most important fea- 
tures of that service is provided in a separate room 
where the customer can sit down and look at silver with- 
out being interrupted. 

“The bride can look at silverware across the counter 
in almost any store,’ Mr. Young points out. ‘“She’s 
drawn to an establishment which presents the merchan- 
dise in a little more dignified light and makes her buying 
convenient and comfortable. 

“From our standpoint, the separate silver department 
is equally valuable because it keeps the customer away 
from distractions, simplifies the job of selection and 
speeds the sale.” 

The Morton silver department occupies a raised floor 
section at the back of the store. Black velvet drapes 
hanging full length at either side give the department 
distinction, set it off from the rest of the store, yet leave 
it plainly visible to customers out in front. The silver 
customer is far enough away from the rest of the store 
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@ Inside H. Morton Co.'s "Sterling 
Room". A selection of carving sets is 
displayed in the foreground. One of 
the hollowware wall cases is behind. 


© Eight patterns of sterling flatware 
are shown on racks in a floorcase. The 
use of napery and service plates aids 
the visualization of each setting, 





By LUCIUS S. FLINT 


to have just the desired amount of privacy and be away 
from distractions. 

Careful attention was devoted to lighting in the silver 
department. Over the main flatware showcase was placed 
a skylight which provides an abundance of natural 
illumination. 

The latest display arrangement in the flatware case 
involves a series of place settings. While the store 
doesn’t carry china, experience demonstrated that show- 
ing of any flatware pattern in relation to the proper 
pieces of china greatly simplified the selling problem. 
The bride was able to visualize what the silver would 
look like in actual use in her own home. These small 
individual place settings make it possible to show, dra- 
matically, eight patterns in a single case. 

Originally, 15 patterns were shown in racks in the 
flatware case. But the eight now displayed produce a 
great deal more business for the simple reason that the 
customer isn’t confused by seeing too many different 
designs at a time; and, now being able to visualize any 
pattern in its proper relation to the rest of the table, she 
makes her selection quickly and easily. 

At either end of the main flatware case are two smaller 
cases devoted to small and large carvers. The hollow 
ware, on the other hand, is shown against black back- 
grounds in the wall cases. 

But even hollow ware pieces are brought to the cus- 
tomer at the flatware case, shown to her in relation to 
both china and flatware. And where a customer wants to 
see a special place setting with another pattern of china 
or silver, it is as carefully arranged as would be the 
dining table in the finest home. 

In windows as well as in the store, attention is con- 

(Please turn to page 64) 
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THIS YEAR SELL TREASURES INSTEAD OF TRINEZRETS 


Offer Christmas Presents with Futures such as Fine New 


orham Silverplate 


“The neal thing lo Hlecling”’ 
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Y1101 Five Piece Tea Set $100 ° Y1106 Kettle $05 e Y1107 Waiter $50 





Gadroon and Shell, illustrated, is 
an excellent example of the seven period 
designs in best quality plated tea and 
dinner services wrought by Gorham 
Sterling craftsmen. By selling this 
better quality plate to owners of Sterling 
Flatware you increase both profits and 
prestige. You don't have to defend 


Gorham Plate. People recognize its 
superiority ata glance. There are seven 
saleable styles — Gadroon and Shell, 
Queen Anne, Marlborough, Fontaine- 
bleau, Kenwood, Colonial and Chateau 
Chantilly. Stock plated services 
renowned as “The next thing to 
Sterling.” 4, 4 4 4 Order today! 


The Gorham Company A.cecctonce, Rhode Island 


emercas Leading Sitversmtlhs Since 1834 





1226 MERCHANDISE MART 


Chicago 


New York 


17 MAIDEN LANE 
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San Francisco 
140 GEARY STREET 











JANUARYS BIRTHSTONE 







Seven January Ad Ideas 
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Timepieces of Beauty 


Blood Red Garnet ' ANUARY has as many special merchandising op- 









Sterneietoss portunities as a bobsled run has turns. The ads 
OOD furtune for the children of January! 
Gre Se on this page, selected from among the best in their 
o iit of Done , ; 
cameeeie: ian ia tedad,..Comrcmeen cine: il fields last January, show how these selling opportuni- 
. ramsls  colonng aed ie slumberog payments. 





ties may be dramatized. Zell Bros., Portland, Ore., 
won birthstone sales with an ad for the “blood-red 
garnet.” The other ad by Zell Bros. and the one by 
M. Jacoby, also of Portland, featured watches for the 
mid-year graduate. “Start your diamonds on a new 
career,” invited Tilden-Thurber, Providence, in one of 
the remounting campaigns that each January make 
profits for the many stores which promote new mount- 
ings at this time. George T. Brodnax, Inc., Memphis, 
Michaels anvwan sanvany fl 1 lured Christmas and dividend checks out of hiding with 


the counsel, “Start the new year with new sterling,” 
Vy — CLEARAWAY | SO 


prized bei 
+ modern as tbe architecture of Frank Lieyd 








Radget payment of mo extra cost 


Zell “Bros 
Eso coor 




















pos The Michaels, New Haven, and Linz, Dallas, clear- 
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Diamond Reductions Costume Jewelry... 
Several solitaire diamond ladies’ rings, 18 karat white —- 
meaararmerontnn tetas | Ee 1 
A solitaire diamond lady's ring, white and yellow gold, Semis Gilse OFF 
he $52, new : +++ 208 Mar Ornaments 
A platinum solitaire lady's ring, diamond mounting, Eromng 
formerty 908, tow sss ing 914.00 sid a 
A solitaire diamond lady's ring, platinum and diamond 
mounting, formerly $125, now $106.00 Gift Novelti 
A solitaire diamond, platinum ring, formerly $380, ne « $225.00 i ovelties... 








926 CHAPEL ST. — AT TEMPLE ST. pyc ee oe 
now . - 8196.00 Compact and Cigarette Cases 1 
An all-diamond dinner ring, formerly $325, now...... $285.00 — 3 OFF 
‘An all-diamond bewknot pin, edged in sapphires, Rotter 
formerly $250, new coon 108,00 Cocead Shahwe 
An all-diamond fancy bracelet, formerly $750, now. ....$599.00 at 
‘An extra-wide all-diamond bracelet, formerly | ated 
ESTEE wars ccocschotistecivsevecnyntices $3,079.00 


Novelties for the Home... 


Watch Reductions 


Boudoir Lampe 
LADIES’ Unique Radio Lampe 1 
$75.00 Diamond set Wittnauer ........00.000s0000+ $60.00 | =o, iy OFF 
$235.00 Diamond set platinum watch. ..... a Ornaments and Figurines 
$350.00 Diamond set Platinum Longines 
$150.00 Diamond set Platinum. ....». 
$65.00 Longines wrist watch....... 


$35.00 Wittnauer wrist watch ........66000.ceereee $27.00 Sterling and Plated Hollowware 


MEN'S 95% OFF 


$200.00 Agassiz Strap Watch, now... 
$59.50 Longines Strap Watch, now 
‘This special group comprises tea sets, platters, 
trays, centerpieces, gravy beats, bowls, compotes, 


$22.50 Wittnauer Strap Watch, no 
$39.75 Pocket Watch, now . 

candelabra, ete, including a liberal assortment of 
Reed & Barton. 


















“By their sterling, you shall know them,” 
observes House Beautiful Magazine 
Therefore, at this season of Yuletide 
memories, dividend checks and bright 
resohutions, the wise family starts (or ex- 
tends) its pattern in Brodnax Sterling. 
Plain or ornate, classic or modern, inno- 














Brodnax. (The proof is at the right—but 
silver must be seen to be appreciated.) 


















—a fine watch is $45.00 Longines Strap Watch, new ... 


the gift supreme 


With prices as modest as fr kes pr 
manent possessions, you can satisfy the 
inner urge; give added grace and glamour 
to your table right now 








ENTIRE STOCK SERVICE PLATES IN 
FINE BONE CHINA and EARTENWARE 


‘50% orr 


Delightful patterns in fhone China and Earth- 


Sas Sterling Silver 
For practical jut 
jk a ad loon te soe aa FLATWARE 15% 
start the New Year with Brodnax Sterhng 


Selected patterns in Sterling 














Sta e Pa flatware, including a choice 
Start a Set of Four ppiners —- to carare service plete lacading Roy el 
priced 34.75 to 59.50 he iets ant pale Cegtand 


coun ha Shak egpesbacis 95% oFF 


to start your service of ster- 


ling at 2 reduction in price. LALIQUE 


ALL these famous makes are at Zell's (Begrnners’ Set of 4 includes 4 Luncheon 


Knives, 4 Luncheon Forks, 4 Salad Forks, 











Elga Waltham Green 
Hemitton oe 4 Teaspoons, Sugar Spoon, Butter Kasle-) Stemware Individual Pieces 
Movede eteh-PhBtipe Start a “Set of Six,” from 49.75 ! 
“Turtle” Waterproo, Start a “Set of Eight,” from ASS 957 OFF 33:% OFF 95% OFF 
( 
theusreares 
Spree! weer 6 vockpreet “Toetle $87.58 Senet ne Labs A choice group of Lalique’s 
fer een 10 Wows + isa. femens signs . . . vem 
— om ANTIQUE SILVER ec uae ae a bowls, trays, decorative bet- 
es eon task Wee wend 618.50 Selected Items in reat reduction. ties end ornaments. 





Tojo Coan Precinen Worcs... SBIS 


Sterling and Old Sheffield 


‘A boon to the lover of fine Old Silver, you'll find « 
generous selection of items such as tes sets, plat- 
lers, bowls, pitchers, trays, ete. s 


Dalles Houston 
The South’s Greatest Jewelers , Established 1877 


Budget payment at mo exire bout 


ell ‘Bros 


@AOADWAY Vin os MORRISON ST 


GEO. T. !SSRODNAX, INC. 
Jewelers © . Stationers © Memphis 


Nothing takes the place of 
Brodnax Sterling 
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. Colonial Console Set . 


A beautiful creation which will 
appeal to your most discriminat- 
ing customer. Made in Sterling 
Silver and attractively priced. 





The Candlesticks are equipped 
with our newly patented EREK- 
LITE top, which holds candles 
of various thicknesses—Centers 
and Grips the candle securely 
and safely—Prevents the candle 
from tilting or toppling over— 
Eliminates dripping. 


A WIDE SELECTION 
OF DESIGNS 





Send for illustrated Catalog & Price List 


The Mueck-Cary Co., Inc. ——— 


150 BAY STREET JERSEY CITY, N. J. PATENTED 























WELL known wholesale jeweler, 
established since 1911, having 
thorough sales organization, is willing to 
consider any jewelry, glassware and 
fancy goods line; all catalogues and 
offers will be examined; articles on ex- 
clusive agency basis preferred. 


Payment Cash 


Address all communications to 
Box "J. 1785" 
Care JEWELERS’ CIRCULAR-KEYSTONE 








JUST IN TIME 








| UTHENTIC design, traditional craftsmanship and unique pro- 
A STERLING duction economies combine in Sterling by ELLMORE to create 


exceptional values in hollowware which are bringing truly ex- 
HOLIDAY | ceptional profits to a constantly increasing jeweler clientele. 
VALUE |) Catalog and price list on request. 


The bowl with hand chased flutings, illustrated above, is an 


We Make Sterling Silver authentic reproduction after Paul Revere. 


Values, not price items. 

















No. 1, 6” Bread and Butter Plate Write Us Today. 
Weight 2 ozs. each—$15.00 per dozen, cost lials ELLMORE SILVER COMPANY 
A. G. SCHULTZ COMPANY | MERIDEN : : : CONNECTICUT 
423 E. Lombard Street Baltimore, Maryland New York: 347 Fifth Ave. - Los Angeles: Metropolitan Bldg, 
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An all-glass partition and 

doors connect the reception 

room with the walnut-paneled 
elevator lobby. 


The sales room and selling 
booths are completely enclos- 
ed and sound-insulated for 
privacy and comfort. 





HE Bulova Watch Co.’s new quarters, at 630 Fifth 

Ave., New York, are an outstanding example of the 
modern idea in business offices—a combination of top 
notch efficiency with pleasing appearance. 

As the visitor steps from the elevator, he finds himself 
in an entrance lobby beautifully paneled in straight 
grain walnut, and floored in marble pattern rubber tile. 
Six brilliantly lighted wall cases display the latest 
Bulova models. 

Separated from the lobby by solid “Herculite” plate 
glass doors and panels, 34 inch in thickness, is the hand- 
somely appointed reception room. Its rear wall, back- 
ing the reception desk and facing the lobby, is con- 
structed of structural glass blocks. 

An electrical protective system serves every part of 
the Bulova Watch Co.’s offices. 

All of the office equipment was especially designed 
and built to conform with the requirements of Bulova’s 
business. All of it has been kept within eye-level height, 
to facilitate the greatest possible efficiency. 

Further promotion efficiency as well as comfort for 
both employees and visitors is the complete air-condi- 
tioning system. Six complete units distributed about the 
flopr provide cooled air in the summer and dust-free air 
all year ’round. 


New Bulova Offices 








Embody Modern Ideas 
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The distracting noise and clatter of a busy office have 
been minimized by completely sound-proofing the 
machine-posting and billing departments, as well as the 
general salesroom and selling booths. It is exactly the 
same kind of installation as in radio studios. 

Footsteps are quieted by covering all work spaces with 
linoleum over felt and all corridors and passages with 
rubber tile. The executive offices have broadloom carpet- 
ing. Office partitions are of selected straight-grain 
walnut, veneered over fire-retarding cores and trimmed 
with aluminite-finished metal. 

Especially noteworthy is the lighting which is entirely 
of the new fluorescent type throughout the whole office. 
Fixtures especially designed by the Polarizing Instru- 
ment Co., Rockefeller Plaza, N. Y., for this installation 
provide a bright yet glareless artificial daylight, and be- 
cause of the remarkably high efficiency of this new kind 
of illumination, the electric current consumed is only a 
fraction of what would be needed to furnish an equal 
foot-candle power with the older fashioned incandescent 
bulbs. Both glare and shadows are conspicuously absent, 
with perfect illumination on every desk. 


(Ed. Note:—The Bulova Watch Co. has requested 
that we extend an open invitation to jewelers everywhere 
to visit their offices, when in New York City.) 
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WE RESPECT THE CONFIDENCE 
jewelers place in the house of 


DEE & CO. 


Whether the shipment be small or 
one representing several thousand 
dollars—the same care is exer- 
cised in weighing, testing, and 
appraising. That is why 


DEE SHIPPERS 
ARE ALWAYS SATISFIED 


This gold scale 
is not a ‘jiggle’ 
balance. It is 
accurate and 
easy to handle 





T 


H Oo M A Ss J. 
DEE & CO. 
sc aint EOClous Metals. sa 


ANO dL 
CHICAGO 3) ae 


W KINZIE ST 
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F THE SEASON 


E THANK Our many 

friends for their en- 

WZ thusiastic patronage 

>. which has carried our 

ry Gothic Rings to new 

heights of leadership 

during 1939. The facilities of our entire 

organization are again placed at your dis- 

posal to render you the same efficient 

pre-holiday service we have been privi- 
leged to offer in other years. 

We cordially extend our best wishes to 

you for a very Merry Christmas and a 

prosperous New Year. 


OPCCTINGS 





Jewelry, Mis. Co. 


== = 
eteeneaemmeael 
VICTORIA BLDG. ST. LOUIS, MO. 
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THIS STERLING ROOM MAKES SALES 
(From page 58) 


centrated on a few patterns at a time. And wherever 
possible, the merchandise shown is built around a theme 
card of some kind. 

“Some stores, we believe, simply confuse the customer 
by showing too many silver patterns in the window,” 
_ says Mr. Young. “Of course there must be enough mer- 
| chandise to indicate that the store has a variety. But 
| we’ve found when a large number of patterns are shown 
_ we get few inquiries. People see so much that they don’t 
| become definitely interested in anything.” 

Having complete display and service facilities inside 
the store, the Morton Co. has also followed through with 
the service idea in its contacts with brides. The first 
contact is made by sending the bride-to-be a brochure 
featuring one silver pattern. Brides who do not appear 
| in the store within two weeks after they have re- 
| ceived the first brochure are called by telephone. The 
| telephone conversation is handled in such a way that the 
| most conservative customer can’t possibly take offense. 
The company representative explains that for the con- 
| venience of old customers and brides, the company keeps 
| a register of silver patterns. Even if the bride has 
_ already selected her pattern from another store, the rep- 
_ resentative volunteers to keep a record of it in case a 
| wedding gift purchaser should drop in. 


"OF COURSE YOU CAN AFFORD STERLING" 


TIMULATING interest in sterling flatware and at 
the same time stepping up plate-silver prospects to 
| top-grade sterling buyers was the purpose of an unusual 
| window and suggestion built by Hess-Culbertson of 
| St. Louis. Playing up the slogan “Of Course You Can 
_ Afford Sterling,” the idea was a joint program of news- 
| paper spot ads, window display, and plentiful sugges- 
| tion by all employes in the silverware department. 

| Hess-Culbertson’s largest window was keyed in with 
| newspaper ads by displaying 18 leading styles by half 
| a dozen manufacturers, in sterling flatware. Each of 
| the styles was displayed on a separate panel of white 
| satin, four by six inches, with a small card in the corner 
| giving its four-piece “place setting” price, and the style 
/ name. Prices ranged from $11.50 to $16.50—matched 
| with budget buying and “increase your service” promo- 
| tions held earlier. 

A banner poster across the top of this window read 
| “Of course you can afford sterling silver—Sterling costs 
| about twice as much, but will never wear out.” This 
_ message was repeated in each corner, and most impor- 
_ tant, on lithographed blotters used for direct mail pro- 
| motion, several of these scattered through the window. 
By spotting a floodlight prominently on this message, the 
| store managed to get over the idea of economy-minded 
purchasing of sterling—and backed this up by playing 
| up the same slogan in newspaper cuts. Results were 
uniformly good according to the management, figured 
from the standpoint of new-sales prospects. 

A similar display and heading was built on the flat- 
ware counter inside the store, in larger all-round dimen- 
sions. Clerks were instructed to lead their silver cus- 
tomers unobtrusively through the department, emphasiz- 
ing the “lasts forever” theme. 
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TECHNICALITY RETARDS WATCH IMPORTS 


Watch interests of the United States, late last month, 
were anxiously awaiting the definition from the U. S. 
Bureau of Standards, as to what constitutes an “ad- 
‘yusted” watch movement for the purpose of duty. 

The definition, which is expected to come as a ruling 
from the Bureau of Customs, is expected to clear up a 
situation which has been impeding the movement of 
Swiss watches into the country during recent weeks. 
It is further expected to settle a contentious point for 
some years to come. 

Shipments were held up completely for two weeks, 
late in October, when Harry Durning, collector of cus- 
toms of the Port of New York, ruled that Swiss watch 
movements arriving here, stamped “unadjusted” were 
in actuality adjusted, and therefore subject to a higher 
rate of duty. 

The assemblers took their complaint to Washington 
and after a conference with Basil Harris, commissioner 
of customs, shipments were slowly released. Previously, 
parcels of watches could be cleared through customs in 
about a day, but at present it requires about 10 days 
to two weeks, according to the watch importers. This 
delay results from the fact that customs agents now 
take six samples of each type of watch contained in a 
parcel. The samples are then checked and the findings 
recorded, all of which serves to slow up the process. 

The ticklish problem of defining “adjusted” was 
turned over to the Bureau of Standards by the Customs 
Bureau. Although the former agency is said to have 
made its recommendations more than three weeks ago, 
the Washington correspondent of Tur Jewe ers’ Cir- 
cuLaR-KeysToNne, was informed by Ralph Dwan, chief 
counsel of the Bureau of Customs, on Nov. 25, that the 
bureau has made no ruling, and could not say when 
such a ruling would be made. It is possible that the 
findings of the Bureau of Standards will not be ac- 
ceptable to the Customs Bureau. 

This matter has been merely one of inconvenience 
‘and does not affect the cost of watches to the whole- 
“Ssaler or retailer. However, there has been a rise in 

ptice in recent months, as a result of increased trans- 
portation cost, which has gone up as much as 75 per 
cent, and, in addition, war risk insurance amounts to 
4 per cent of value. According to Norman M. Morris, 
president of the American Watch Assemblers Associa- 
tion, many of the members are absorbing the increased 
cost on the more expensive movements, but have been 
forced to pass along to the wholesaler and retailer part 
of the increased cost on the inexpensive watches, on 
which there is a lower margin of profit. Since the war 
shipments have been routed through Italy. 





DECISION PENDING ON JEWELRY SHOW MERGER 


The plan reported in these columns last month—to 
merge into one big annual jewelry show for retailers the 
exhibitions which are now being staged by both the 
American National Retail Jewelers Association and the 
National Association of Credit Jewelers in connection 
with their yearly conventions—is still in a formative 
stage. 

Following a joint meeting in New York on Oct. 24 
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RUECKERT 


MANUFACTURING COMPANY 
® 


OUR FIFTY YEARS EXPERIENCE 
IS AT YOUR SERVICE IN BUILDING 


YOUR 1940 LINE 


SAMPLE CASES AND TRAYS 
FIBRE TELESCOPES 
AND TRUNKS 
RING CASES 
WOODEN COUNTER DISPLAYS 


69 SPRAGUE ST., PROVIDENCE, R. |. 


REPRESENTATIVES 


IRA W. SMITH 
315 WEST 5th ST. 


LOS ANGELES 





















H. A. BREDEL 
27 E. MONROE ST. 


CHICAGO 











QUIZ! 


Why have so many old established firms 
enrolled one or more students in courses 
in gems, jewelry, silverware, sales and 


merchandising ? 


Why do ambitious young men believe it 


essential to become Certified Gemologists? 


THE GEMOLOGICAL INSTITUTE 
OF AMERICA 
541 So. Alexandria, Los Angeles 


will put you in touch with students or 
graduates in your area who will answer 


these questions. 
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These watches are presented to the retail jewelers of the 
country with full confidence BECAUSE they represent 
better values and a higher quality in each price range. 
Every watch is cased, timed and rigidly inspected in our 
own shops. Each watch comes to you in a specially 
designed beautiful gift box. 


You can offer these dependable new ALTON watches to 
your customers with every assurance that you are giving 
the best possible value at the price. Every watch is 


guaranteed to give long years of satisfaction to users. 




















Illustrated are just a few numbers from our complete line. 
Send for our 1939 catalog in colors showing line of new 
ALTON watches, and other lines of profit making watches 
and watch cases. 


Weksler & Goodman, Ince. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


5 South 
Wahash Ave. 


Chicago 
I}linois 





@ 
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of committees representing A.N.R.J.A., N.A.CJ. and 
the exhibitors to consider the proposal, both retail as. 
sociations have been conducting a poll of their respective 
exhibitors to determine how many of the firms now 
displaying favor the proposed consolidation. It jg 
understood that the decision as to whether or not the 
shows will be merged will be largely determined by the 
outcome of these polls. 

At the time of going to press figures covering results 
of the polls are not yet available. In fact, the A.N.R.J.A. 
has decided to disregard the replies to its first question- 
naire, which was based upon a simple statement of the 
proposal in a form drawn up by and mutually agreed 
to by the three groups comprising the joint committee, 
and has just sent to all exhibitors, including those who 
answered the original query, a more elaborate question- 
naire, which includes several additional factors not 
previously suggested. 

It is understood that A.N.R.J.A. will base whatever 
further action it may take upon the replies received 
from the new series of questions. 


THE JEWELER—AND NEW YEAR'S 
EW YEAR’S is the time for new resolutions, new 
enthusiasms—and new tablewares. It is the time 
to stress novelties, and likewise the highest quality silver, 
china and crystal for that gracious, old yet ever new, 
New Year’s hospitality. 

Jacobs Jewelers, Inc., Jacksonville, Fla., in their 
basement gift department had a special New Year's 
table, with a cloth of wine colored rayon, on which were 
stacked plates, cups and saucers, ready for serving re- 





Here's plenty of party atmosphere 


freshments, as well as glass decanters, trays of stem- 
ware, coffee service, and an electric grill. 

Close to the table was a tall panel, with a cluster of 
balloons at the top, and long streamers and silver rib- 
bons, which floated across the table. A card beside the 
table informed visitors that “The success of your New 
Year’s party depends to a great extent on the selection 
of the tablewares needed for serving the refreshments.’ 
Close at hand were tea wagons and hospitality wheels, 
upon which were many items for serving food. 

LeRoy Diamond Co., Los Angeles, was another firm 
that stressed preparedness for the New Year's party. 
Their window featuring silver was especially attractive. 
Here were shown liqueur sets, coffee sets, candelabra, 
silver salvers and chests of flatware. 
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Start new year-round customers this year by sell- 
ing Spode for Christmas gifts. After Dinner Cups, 
Tea Sets, Starter Sets and Odd Pieces offer a 
wide range of prices to your Christmas customers. 


Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 FIFTH AVENUE, NEW YORK 





BILLINGSLEY ROSE 








HON ESTY is not a : virtue 


... itis good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry .trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ac- 
curacy continues unchanged . . . always 
making new friends. 





apenas B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 




















QUARTETTE 
OF STANDARD BOOKS 


OPHTHALMIC LENSES 
By Bmsley and Swaine, distinguished English authorities. 


Dealing with theory and shop practice; 318 pages, 
numerous diagrams and useful tables; price $6.00. 


PRINCIPLES AND PRACTICE OF 
PERIMETRY 
(Third edition, thoroughly revised) 
By Luther C. Peters 


A favorite text book for years; 280 pages, with dia- 
grams and colored plates; price, $4.50. 


RECENT ADVANCES IN 
OPHTHALMOLOGY 


By W. Stewart Duke-Elder 
Telling of research work in Ophthalmology and as- 
sociated sciences; hence it has much of at least indirect 
interest to optometrists; 434 pages, well illustrated; 
Price, $4.00. 
OPHTHALMOSCOPY, RETINOSCOPY 
AND REFRACTION 
By W. A. Fisher 
290 pages, profusely illustrated; price, $3.75 


Order from 
THE OPTICAL JOURNAL & REVIEW 
239 W. 39th St., New York 


Ws: bento: or LABEL 





SELL YOUR NAME ‘“ Well “ Your pare 
With a STANLEY METAL SEAL OR LABEL ! 


American buyers are name-conscious. Give YOUR name and YOUR 
jewelry new individuality and appeal with a Stanley Metal Seal, Price- 
Tag or Label—created by our craftsmen, embossed in real metal, 
beautifully colored. Handsome, practical, and LOW IN COST! 
WRITE FOR BIG FREE PACKET OF 
SAMPLE JEWELRY SEALS 
THE STANLEY MANUFACTURING CO., 
808 Monument Ave., Dayton, Ohio 


Stanley 


METALLIC SEALS, LABELS AND NAME PLATES 
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® Truly in the grand manner are the new 

Evans Case Co. handbags, fashioned of 

fine leathers and with room in their Skin- 

ner satin insides for separately furnished 

Evans vanity, lipstick, cigarette case and 
lighter. $5 to $50. 





® Available from wholesalers is this 
Nu-Lok men's jewelry combination, by 
Freeman-Daughaday Co., combining 
imitation colored gems with gold or 
white finish. $7.50 retail. 


® Telechron's "Melbourne" self-start- 
ing electric is cased in green marblette 
with decorative lateral lines and bezel 
and hands of gold color metal. $7.95. 





® This exquisite five-strand Mikimoto 
cultured pearl necklace is shown on 
one of the new Fairylite display units 
made by Shoe Form, Inc., Auburn, N.Y. 





They’re New 








® Hand wrought and hand 
engraved is the A. G. 
Schultz Co. Paul Revere re- 
production five - piece tea 
service in sterling silver. The 
retail price of this is $300. 





®The new method of 
mounting this pearl ring. 
by Byard F. Brogan, per- 
mits the beauty of the en- 
tire pearl to show and also 
helps to keep the ring in 
an upright position when 
worn. $25. 





® Typical of modern fine jewel- 
ry design at its best is the bow- 
knot ring made in many designs 
by Cromur, Inc. This uses round 
diamonds, calibre rubies and 


natural gold. 


®@ Vastly popular marcasites 
are combined with 
finished sterling silver in this 
smart pin and pendant, by 
Kimler & Daniel, Inc. $9 retail. 
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rhodium- 








® The Mueck-Cary Co., Jersey City, N. J., 

is proud of this functionally designed 

sterling silver sauce boat, which retails at 
$8. Pours easily from either side. 


® These college pen- 
nant charms, in au- 
thentic colors enam- 
eled on sterling 
silver, reta'l for 50 
cents each. Made by 
Wells Mfg. Co., At- 
tleboro, makers of 
Top Hat charms. 
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THE SEASON'S 
ROUND-UP OF GIFT 
MERCHANDISE 


GIFT SHOW 
PALMER HOUSE 


JANUARY 29 to FEBRUARY 10 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 
A. Stanley Brussel, Pres.*S. Craig Preston, Vice-Pres. 
George F. Little, Managing Dir. * 220 Fifth Ave., N.Y. 
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Jewelry Trade Has Building Boom 


Unprecedented Modernization 
Program Pushed; Demand for 
Latest in Store Design 





With all indications pointing to 
a banner Christmas, the retail 
jewelry trade indulged in one of 
the biggest building booms in years 
during the past three or four months, 
and if the holiday trade is as favor- 
able as the trade expects, a much 
greater building program is certain 


to come after the turn of the year. 

The confidence of retail jewelers in 
immediate business prospects is_ indi- 
cated by their willingness to make ex- 
tensive alterations or to move into new 
locations which they have built from the 
ground up along the lines of modern 
store design, incorporating the very 
latest developments such as fluorescent 
lighting, air-conditioning, sound-proof- 
ing, solid glass and electric beam doors 
which open as if by magic. 

Even more indicative of the trade’s 
health and optimism is the number of 
new retail businesses, and the number of 
additional retail outlets which have been 
opened by already established jewelry 
firms. Many of such stores have been 
instituted in recent months by jewelers 
of varying financial strength. These ex- 
pansions have been made by firms like 
the Kay Jewelry Co. which recently 
opened its 60th outlet, and by inde- 
pendent jewelers who are making their 
second venture in the same or nearby 
city. 

As an indication of the extent of this 
work, THe JEweLers’ CrrcuLAR-KEYSTONE 
prints on this and the next page ap- 
proximately 130 of such modernizations 
and new business ventures which have 
come to the attention of its news staff 
since about Oct. 1. They were com- 
piled without a canvass of the trade, so 
it must be obvious that the lists could 
be greatly extended. 

Space limitations make it impossible 
to describe, except in the briefest way, 
how this impressive list of jewelry stores 
have modernized their old establishments, 
and the fine new buildings which have 
been built to accommodate new or re- 
moved enterprises. 

This publication will explore the out- 
standing features of America’s newest 
jewelry stores in its January issue, a 
special modernization number which will 
contain authoritative articles by experts 
in store planning and outfitting. 








THESE JEWELERS HAVE JUST MODERNIZED— 








Opening 
Name and Address Date 
Alans, Salina & Jefferson Sts., Syra- 
cuse, Wan miiare sia hs eae Ns 58 oe Oct. 


Dick Baldwin, Canton, Miss. ...... 
Barrow Jewelry Store, Sonora, Texas 
Beck Jewelry & Optical Co., 220 N. 
Main St., Lima, Ohio No 
Bernard’s Jewelry Shop, 401 S. Alder 
ee Oe ere 
Bing’s Jewelry Store, 123 W. Main 
t., Urbana, III. 


Braiger’s, Market & 4th Sts., Wil- 
ee err ept. 29 
Brophy’s, Medford, Ore. ........... Sept. 26 
Budd & Co., 30 N. High St., Colum- 
ae. SRS eRe erro ov. 3 
= Edward H. Buhn, Grants Pass, 
Bush "Jewelers, 165 E. Clayton St., 
re eer et: 27 
Richard J. Butler, 311 Santa Monica 
Blvd., Santa Monica, Cal. ........ Oct. 21 
J. M. Conte, 102 S. Main St., New 
Remington, OD. ...0..ccccccesss ov. 4 
Cunningham Jewelry Co., Fort Lau- 
DER, bcRcccdiasasaciicaaes. 49:80 
 * A. Dallmeyer, Jefferson City, 
Oe ee ee i 27 
Dellinger Jewel Shop, Cherryville, 
RS eer eee ee ept. 28 


Duval Jewelry Co., Gainesville, Fla...Oct. 26 
Howard S. Entrekin, 546 Landis “Ave. bs 


J Ee ee aac et. 21 
Chas. W. Evans & Son, 239 N. Main 

ts, UMN RIS os. 5 ss, 06:80 5-9 6's ov. 1 
G. W. Fairchild & Sons, 997 Main 

St., Bridgeport, Conn, ........... ept. 29 


Ferrell Jewelry Co., 
Jacksonville, Fla. 
Flora’s Jewelry & Gift Shop, Ponca 
City, Okla. .N 
Fry Jewelry Store, 


Leland Hotel 


Bie. COME, TOR. 6c cccwrcescs et. 17 
Garon Bros., 217 W. First St., Du- 

855d cisre ss eee aes O's: 5 
Goldman Jewelry Co., 646 Minnesota 

Ave., Kansas City, Kan. ......... ov. 11 
Isadore Gottlieb, 102 Clifton Ave., 

ee. a Se SOO eee ct. 20 
Grygier’s, 13th & Parade Sts., Erie, 

Se et eth, era se atke emir ena: s9 = 
Hanford Jewelry Co., 117 N. 7th 

ee ee ieee 
Hardy’s, Inc., Sth Ave. & Pine Bt.; 

Se ee oe Oct. 27 
H. E. Hart, John City, Tenn........ Nov. 6 
Oral A. Knutson, Redwood Falls, 

OO ee ee ee 
Charles H. Larne, 1529 4th Ave., 

EE, cies eae 69.4% 


G. Myron Latshaw, Centerville, Md. 
LeRoys Jewelry Co., 206 S. Main 

e. MANNS GENER yo. 6-0.b:0:6's c ousdiee oe Oct. 6 
Francis 1. Letourneau, 282 E. Main 

ih. COtweB, CORIO... oss ccc scee 


Levy Bros., 303 Houston St., Fort 
eee oer err ge. 7 
Linden Jewelers, 300 N. Wood Ave., 
OE i Sa ee 
E. M. Lovell, "728 Kansas Ave.. 
Ee SEER, Caches rearenesesees oo 60 
Lupien, 22 Broad St., Pawtucket, : 
BOR a Pre ov. 
Maier & Berkele, 111 Peachtree St., 
OR TR. c.06ce ovine sees e evans 
May Bros. Jewelry Co., Clovis, N. M. 
M. Meyer, 114 E. 4th St., Marion, 
OS PPA rr re er ores ov. 1 


Philip Miller, 78 S. Main St., Wilkes- 
DT 5c pce ee Reeween ns 


Feature 


Modernized, enlarged 
Interior alterations 
Plate glass front 

Modern new store 
Remodeling & enlarging 


Installing new front 


Modern new location 
Striking front; air-cond. 


4 stories; air-conditioned 
New front 

Fluorescent lighting 
Completely modernized 
Larger store 


Larger new store 


Curved display windows 


New location 
Modernized new store 
Modernized 
Remodeled, magic door, 
air-conditioned 

New location 
Complete remodeling 
Planning new front 
New location 

New renovated front 
New store front 

In remodeled location 


Enlarged, modernized 
Modernized store 
Remodeling, redecorating 


Modernizing new location 
Modern glass front 


New location 
New location 
Larger quarters 
New front 
Modern store 


Modernized, air-cond. | 
Remodeling, redecorating 
New front, showcases 


Enlarging store 





Manager 
or Owner 


Harry Kaye 
Dick Raldwin 
George Barrow 
H. P. Beck 


Bernard R. Schnitzer 


John W. Baiger 
Leland S. Brophy 


Alexander Bush 
R. J. Butler 
J. M. Conte 


Lester Truax 


Kenneth Dellinger 
Frank F. Posey 


H. S. Entrekin 


Mrs. George Starr 


Harold L. Lederman 
Isadore Gottlieb 
Frank A. Grygier 
H. P. Rasmussen 


Harry F. Arold 
H. E. Hart 


LeRoy Shaw 
Francis J. Letourneau 
Harry Gressman 
Joseph Glassberg 

E. M. Lovell 


Jules Alexander 


Philip Miller 
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Moon-Gill Jewelry Co., Howard, Kan. ‘ Modernized Dr. G. W. Moon & 
. A. Gill 
Moon Jewelry Co., 110 N. Broad St., 2A. G 
Thomasville, Ga. ......... tere Nov. il Modern new store 
Mowry Co., Waterville, Maine ....Sept. 30 Larger, new store Thomas Bourque 
Naddco Bros., 3221 Eastern Ave., 
haltimore, Md. ..............-.. New modern store 
Panes, Main & Academy Sts., Pough- 
keepsie, N. Y. ...----------.....Oct. 27. 7 windows; oval interio: J. J. Simon 
Peterson Jewelry Co, 121 S Main 
St. Hannibal, Mo. .............. Nov. 10 New front 
Raciti Bros, Red Bank, N. J: ....Oct. 13 Modern new store 
Charles G. Ray, 220 Main St., Ames, 
MD Tra panenvirechins nae eces sesseve Nov. 10 New, modern store Cc. G. Ray 
Rinehart Jewelers, 144 S. Main St., 
Galt Lake City, Utah ........... Nov. 2 Remodeled Henry M. Reinhardt 
Rogers Jewelry Co., 415 Market St., 
Steubenville, Ohio ......... pee eee cence Glass door 
Philip Rosenberg, 102 W. Main St., 
Lexington, Ky. ........... Terrie Oct. 13 Modernized, enlarged Philip Rosenberg 
Oscar A. Royer, 204 S. Main St., 
EME 6g creas Waa a dace ecu Oct. 30 New location Oscar A. Royer 
Smith-Miller Co., 101 Cooper St., 
Jackson, Mich. .................. ; To occupy new building 
Star Jewelry Co., 112 Second St., 
= we, Coase Rapids, fa. ........ f Off-center glass front 
Tapers, 32 W. Chestnut St., Wash- 
ington, Pa. .......-........+000 Oct. 6 Smart new store William Taper 
Carl F. Tennie. 315 W. College Ave., 
Appleton, Wis. ........ BeeGeeseene “Kowas New location Carl F. Tennie 
Isadore Tomassi, 33 Pine Street, 
Binghampton, N. Y. ............ oe New and larger store Isadore Tomassi 
H. J. Weisser, Elizabeth & Parker 
Sts, Waycross, Ga. ....... eeaaes Nov. 2 Completely modernized H. J. Weisser 
Whalen Jewelry Co., 1386 Main St., 
aoe Oct. 28 Modern new location G. M. George 
Wigdor’s Jewelers, Broadway & 2\st 
St., Bayonne, eee eeseeese. Nov. 2 Extensive alterations Isaac Wigdor 
Winston eles. Dearborn, Mich... , Installed new windows 
Wiss Sons, Inc., 665 Broad St., New- 
NTR Nalkia Pad dus vere ws aan eee’ Nov. 13 Large wing added H. V. Paul 
W. J. Zimmer, Inc., 25 Orchard St.. 
Be iste xensee nee Sept. 29 Modernized Edward W. Hickey 
Ford E. O’Dell, 24 W. 10th St., 
TI. Saved ws cowee cates o> se eh 34 New location Ford E. O’Dell 
NEW RETAIL JEWELRY ENTERPRISES 
Opening 
Name and Address Date Manager or Owner 


Albert’s Jewelers, Petersburg, Va. ............... caus Albert Gross 

Atlas & Post, Inc., 135 E. Lincoln Highway, Coates- 
rece te era Nov. 3 Harry Post 

Jack Parrett, 643 E. Livingston Ave., Columbus, O. ..... 

©. ©. Mrambemsltin, Mettes, Ga. on ccccccccsccccse Stars 

Brenner Jewelry Co., Inc., 124 Main St., Batavia, 
MMS eee cetiwan a tase wathe dy std s.abeen ceo was Oct. 27 Herbert R. Brenner 


Nov. il Ray F. Sargent 


W. E. Cooper, 106 W. Third St., Rushville, Ind... ..... W. E. Cooper 
Thomas Crum, Paker, Ore. .....ccccccccccccccece Oct. 2 Thomas Crum 
Diamond Shop, 113 N. 8th St., Boise, Idaho ......Oct.14 A. W. Gray 
Dodd Credit Jewelers, 6th & Vine Sts., Cincinnati, 

MEd Otc win ce cut sui alleccas Ce ae ese Ete Cus ; M. Dauber 
Duval Jewelry Co., Gainesville, Fla. .............. Wh iead Frank F. Posey 
Edward’s Credit Jewelers, 278 E. Court St., Kanka- 

erie Gec a Pac Gade ca wiicnnemawenia Buen Oct. 20 
Edwards Jewelers, 13 Eagle St., North Adams, 

are FS Seek ahs ok OLD on gs lar S oA ge D re GS Nov. 18 Edward A. McCarthy 
ce OU NS nk cveccccwacevorscecnces. gauss O. H. Dilworth 
Ferrell Jewelry Co., Hogan & Monroe Sts., Jack- 
SENN SMM 80 a5 6.6 sea wan, coy asece wer ao neae ee E. R. Newberry, Jr. 
Finely’s Credit Jewelers, 134 W. San Fernando, 
SENN CMR os cua na ann hese Cana tss cee ce een Oct. 6 Larry Finley 
Finley’s Credit Jewelers, Portal Theatre Bldg., 

Pets PRGTIOWION, COL. ok. evccccinsakeencer waves Larry Finley 


Dee etnies ines fiat he Aone das Oct.27 Jack Freeman 
Max Friedman’s, 304 S. Gay St., Knoxville. Tenn..Nov. 1 Max Friedman 
ae . Georges, 215 Pavilion Ave., Riverside, 


SRM Bere Sea al wip a areata alee ek bene he Fe oe as R. P. Georges 
Gordon Jewelry Co.. Tyler, Texas ............... Oct. 14 M. C. Gordon 
Halverstadt & Latham, 128 Peachtree St., At- 

| "SRI ee ee ae are Pane rete cent ent al Nov. 6 J. A. Halverstadt & T. H. Latham 
Edward L. Hine, Pender FPldg., Pittsfield. Mass... ..... Edward L. Hine 
Hub Radio Stores, Tnc., 114 Asylum S&t., Hart- 

MUNSGMME Sra haa ahaa wae oa ae res Robert Blum 
Hugh Credit Jewelry Stores, Shelby, N.C. ........ Oct. 5 
Jay’s Credit Jewelers, 215 W. 4th St., Winston- 
Th RI ok cca acca kon Anei eek Oct. 19 Buddy Levin 

¢ Jewel Box, 134 Broad St., Kingsport, Tenn... .Oct. 26 Henry Lipman 
Joy Jewelry Co., Clerksville, Tenn. ............ _Nov. 7. M. L. Kornman 
Kaufman’s Jewelry Store, NS MII asc cocaeag 4 Oa okats Alton M. Kaufman 
Kay Jewelry Co., 1026 Fifth Ave., San Diego, Cal..Sept. 28 Norman A. Krauss 
King’s Jewelry, Tishomingo, Okla. ............... Oct. 19 King I. Davenport 
Pred Koerner, 988 Main St., Peekskill, N. Y. .... ..... Fred Koerner 
angford Jewelry Co., Hill St., Atlanta, Ga. ..... ..... Harry Clein 
Laubheim Tew-Iry Co., Millersburg, Pa. ........... Oct. 19 


jawsen's Jewelers, 1507 19th St., Rakersfield, Cal. Oct.27  R. Lawson 
wt Jewelers, 31 Haywood St., Asheville, N. C...Sept. 28 L. S. Lee 
ee 


- H. Leonard, Kannapolis, N. C. ...........-.. Oct. 26 W. H. Leonard 
Moericke Jewelers, 418 W. Yakima Ave., Yakima, 
Mu Wash. See Re Tn OE eT rere ee Sree Walter A. Moericke 
orr's Credit Jewelers, Easton, Pa. ............. Oct. 21 Edward Morris 
Morris Square Deal Jewelers, 813 Market St., Wil- 
mington, MMO. watch ds chen AeA ROR Os ele cate Oct. 14 Edward Morris 
McC-rd’s Credit Jowmry. Cosdele. Ge. oc cicccccee secre Jack McCard 
Neathery, Jr., 123 N. Oklahoma Ave., Man- 
MY ORNS haa as Pane e aa aetaes ave wena” cela ten O. Neathery, Jr. 


(Please turn to page 88) 
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Dun & Bradstreet 
To Survey Costs 
Of Jewelry Stores 


After a three-year interim, Dun & 
Bradstreet, Inc., has announced the re- 
vival of its Retail Operating Cost Sur- 
vey, and again asks the cooperation of 
the retailers in the jewelry industry. 
Questionnaires will be mailed about 
Jan. 1 to more than two million com- 
mercial enterprises. The retail question- 
naire is part of a dual survey which in- 
cludes the Business Trend Survey, now 
in its third year. 

The Retail Survey is designed to fur- 
nish yardsticks against which the retail 
merchant may measure his business, and 
answer such questions as: 

1. Are the turnover and markup in 
my store in line with the experi- 
ence of profitable members of my 
trade? 

2. Are any of my expenses unusual- 
ly high or low? 

3. What is the usual credit policy 
in my trade? 

‘The previous retail surveys have helped 
thousands of retailers by pointing out 
the difficulties and the errors of man- 
agement, or by confirming the accuracy 
of the owner’s judgment. Each mer- 
chant contributes his experience and re- 
ceives in return the composite experi- 
ence of a large number of other retailers 
in his line. 

Dun & Bradstreet asks the coopera- 
tion of jewelers everywhere, especially 
noting the value of promptness in re- 
turning the questionnaire. Results will 
be published in this journal as they are 
released. 

[Ed. Note: The Federal 1939 Census of Busi- 
ness, likewise starting Jan. 1, will develop other 
data of interest to jewelers (see J. C.-K. for 
November, page 96). The Federal Census does 
not cover cperating expenses.] 





Silver Prices 
London New York 


S pot Official 
ian. SG whee cunceeede ehawe 2345 34%¢ 
eNO os wewnnewomounas 23% 34u%¢ 
pS ee eye 23% 34u%¢ 
WOW: (Fe wa dusnewseaewcnes 23% 34%¢ 


Platinum Prices 
Nov. 27, 1939 


SO 6 con cdenaeueecudaedausonasawes es $40.00 
Containing 5% iridium ............. 47.50 
Containing 10% iridium ............. 55.00 
Containing 5% ruthenium ............ 40.00 
WN ev ancccccucdvdescutaces vane 25.00 


Dr. W. J. Hindley Recovers 


Seattte, Wasu.—Friends of Dr. W. 
J. Hindley, secretary of the Washington 
State Jewelers Association, have been 
watching with interest the slow recu- 
peration of the worthy doctor who has 
been so long a leader in associational 
activities of the jewelers throughout the 
state. Dr. Hindley has been elected 
many times as state R.J.A. secretary. 


“LEAK-PROOF" IS UNDER FIRE 


The Wahl Co., 1800 Roscoe St., Chi- 
cago, manufacturer and distributor of 
“Eversharp” fountain pens, has been or- 
dered by the Federal Trade Commission 
to cease and desist from representing, 
through use of the term “Leak-Proof,” 
that its pens will not leak, and from 
misrepresenting the ink capacity of its 
fountain pens. 








Sandbagged, Barricaded British Jewelers 
Carry On, Despite Hardships of Wartime 





Sandbags obscure part 


Lonnon—The jewelry trade has set- 
tled down to a queer sort of wartime 
“normal,” and there is a subdued opti- 
mism founded on a gradual, but satis- 
factory, increase in sales. 

Defense of the shop front from bomb- 
ing damage finds most Bond St. jewelry 
store fronts are either hidden behind 
wooden barricades which leave only a 





of this store’s front 


narrow aperture for the doorway and a 
low, wide opening for a “peepshow” view 
of the window display, or boarded up 
entirely, or with gummed paper stripped 
across the windows. 

Hatton Garden, London’s diamond 
market, carries on, with the familiar 
windows hidden from view. The oldest 
firm in the Garden, which now looks 








\ Pas Ca @@) 3) 5 nO OPE 

101 Sabin Street, 

Providence, R. I. 

New York Salesroom: 320 Fifth Avenue 











more un-garden-like than ever, has 
stack of sandbags in position as wel] : 

Skilled labor is scarce because of th 
migration of men to the highly paid = 
mament industries. Many employers are 
shortening working hours so that their 
work people do not have to go home in 
the blackout. 

The British jewelry industry hag es. 
caped entirely the “luxury trade” Stigma 
by merchandising practical necessities 
for the homes and people of a nation at 
war. Silver identity discs and bracelets 
are in demand, engraved with the par- 
ticulars given on the identity certificates 
issued to all residents in the United 
Kingdom. 

Jewelers in the large cities complain 
that it is impossible to obtain large 
enough stocks of cigarette cases, light- 
ers, brooches, etc., decorated with regi- 
mental badge insignia or civil defense 
initials such as A.F.S., A.R.P., and the 
women’s organizations, W.A.TS. 
W.A.F.S., etc. War weddings have 
brought a demand for wedding bands 
both gold and platinum. Some jewelers 
are devoting whole windows to watches 
and clocks, with captions suggesting: 
“Give him a strong watch,” and “if you 
are in any branch of national service you 
will require a reliable alarm clock.” 

Mappin & Webb display white bags 
which would show up at the least ray of 
light, with the suggestion: “Dark nights, 
use a white handbag.” 

Gas mask cases—jewelers’ quality— 
are a specialty in some shops. ; 


Saul Kaufmann, 67, Dies; 
Founded First Kay Store in 1914 


The 58 Kay Jewelry Co. stores from 
coast to coast closed between 2 and 3 
o'clock, E.S.T., the afternoon of Nov. 7 
during the funeral in Washington for 
Saul Kaufmann, one of the founders of 
the nation’s No. 1 jewelry chain. 

Mr. Kaufmann died Nov. 5 at the 
Graduate Hospital, Philadelphia, after 
a long illness. He was 67 years old. 

The chain executive opened the first 
Kay store in Reading, Pa., 25 years ago 


Saul Kauf- 
mann, a 
founder of 
the Kay or- 
ganization. 





last month. Until his death he continued 
to live in Reading and personally headed 
the Kay unit in that city. 

Cecil D. Kaufmann, only son of the 
deceased, is general manager of the Kay 
Jewelry Co., Washington, and a_vice- 
president of the National Association of 
Credit Jewelers. A daughter, Mrs. Mar- 
vin Gingold, Chevy Chase, Md.; a sister, 
Mrs. Samuel Meisner, Columbus, Ohio, 
and three brothers, Edmund I., Wash- 
ington; Adolph K., Chattanooga, and 
Benjamin N., Detroit, survive. 
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12,000 Enumerators Ready to Start YOUR ORDER WILL BE 


* 
940 Census of Manufacturers; f / 
adi Data to Be Published First AA 6 FILLED THE DAY IT REACHES 
When Government Census enumera- US—PHONE—WIRE—MAIL 


tors on Jan. 2 start interviewing retail 
businesses in connection with the 1940 
Census of Business (see JEWELER Circu- . P . 
tan-Keystone for November, page 96) We Are Working at Allen's to Give Prompt Service 
other crews of enumerators will begin a 
tremendous series of visits that, eventu- aa ate 
ally, will take them to every manufactur- se 

ing establishment in the United States. ORDER ; 

In the Census of Manufactures, most : 


firms will report for the calendar year FROM 


ending Dec. 31, 1939, though, in some 
cases where calendar year figures are not 

available, reports for the fiscal year will —— 
be obtained. Reporting is required by 
law. The field work, performed by a 
staff of 12,000 enumerators, will be com- 
pleted within four or five months. At 
least the basic facts will be published by 
states and industries during 1940. 

A general schedule and 147 “special 
schedules” will be used in the collection 
of data from approximately 400 indus- 
tries. ‘The information to be presented 
will include the number of establish- 
ments, number of proprietors and firm 
members, number of salaried personnel 
and wage earners and salaries and wages 
paid during the year, cost of materials, 
fuel, purchased electric energy and con- 
tract work, value of products, and the 
value added by manufacture. 

Special schedules will be used for 
manufacturers of clocks and watches, 
jewelry and silverware and plated ware. 

The Census of Manufacturers was first 
taken in 1810, covering the year 1809. It 
was taken every 10 years up to and in- 
cluding 1900, from 1904 through 1919 at 
five-year intervals, and since 1919 at 
two-year intervals. 

It is expected that the forthcoming 
23rd Census of Manufactures will pro- 
vide a complete statistical picture of 
manufacturing in the United States, in- 
cluding data on approximately 200.000 
individual establishments whose value of 
products exceed $5,000 during the year. 











200 Friends Give Buick 
To Isadore Behrstock at Dinner 


Los Ancetes—Friends in the trade 
presented a Super Buick to Isadore 


Behrstock, Los Angeles wholesale jew- 

eler, at a testimonial dinner given him at THIS BIG NE Ww CATALOGUE WILL HELP 4 
the Biltmore Nov. 15 by 200 jewelers 
celebrating Mr. Behrstock’s 25th anni- ‘ . ‘ ° 
versary in business. you order fast selling merchandise for the holiday busi- 
Papal high on the table were hun- 
reds of telegrams and letters from well- 2 it 1 ; s i 
wishing a. a 2 pti yor ness, but all the year round it is the jewelers’ guide to 
had charge of arrangements, introduced i 
George Finlay Compton, president of better business. 
_ Southern California Jewelers Golf 
ssociation; Nate Babanov, San Diego, ° 

whe spoke for the Seuthera lemeiaine Be Safe—Be Sure—Order from Benj. Allen & Co. 
Arthur P. Care, for wholesale jewelers; 
Sam Kierski. San Francisco, for the Bay 
area; Edward Bastheim, for the local 
wholesale trade, and Albert Behrstock, 

who presented the guest of honor with BENJ. ALLEN & CO., Inc. 


a testimonial placque. 





Detroit Has Watchmaker-Councilman SERVING JEWELERS ONLY FOR OVER 70 YEARS 


Derrorr—vV oters of this city who trust SILVERSMITHS BUILDING 


James H. Garlick with their ailing 
peer trusted him with a far more re- 
sponsible job, on Election Day, when W aa 

they named him to the city’s Common 10 SO. ABASH CHICA 9 ILL. 
Council. J. H. Garlick & Son, credit 
Jewelers, are located at 1126 Griswold St. 
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SIMONS 
THIMBLES 


Made in Sterling Silver— 
10Kt. and 14Kt. Gold 








217 


SIMONS BROS. CO. 


269 SOUTH 9th STREET 
PHILADELPHIA 
ESTABLISHED 1839 


NEW MARCASITE LOCKETS 




















Again we lead in the production of a smartly 
different and varied line of hand-made Mar- 
casite and Mother-of-Pearl Lockets in Ster- 
ling Silver. One of our most popular num- 
bers is CL900 with Mother-of-Pearl Cameo 
as illustrated above. 


TRADE KD MARK 


Write for Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 





















Two More Travellers’ Hold-ups 
Raise Omaha Losses to $115,000 
During the Last Half-Year 


Omana, Nesr.—Hold-ups of jewelry 
salesmen when they arrive in Omaha 
have happened so frequently of late that 
Chicago and Des Moines police are 
working closely with the local force to 
uncover what seems to be a systemati- 
cally working ring of robbers. The two 
most recent robberies, in which the loot 
amounted to $40000, took place on the 
same spot. 

Two armed robbers entered the taxi 
of Edward L. Morse, New York jewelry 
salesman, on the night of Oct. 25, the 
day he arrived from Minneapolis. The 
thugs showed they had knowledge of 
Morse’s habits, for they immediately ex- 
tracted gems worth $15,000 from a se- 
cret coat pocket under his arm. 

At the same spot, at midnight on 
Nov. 13, two men with pistols entered 
the taxi of David G. Hay, Chicago jew- 
elry salesman, when the cab was forced 
to stop for a traffic light. Hay had only 
arrived here on a train from Des Moines 
at 11:55 p.m., carrying a sample case 
containing 800 rings. The thugs ordered 
the driver to continue to a remote part 
of the city, where they fled with the 
sample case in a waiting car. 

T'wo other robberies of jewelry sales- 
men which occurred in Omaha within the 
last six months were under similar cir- 
cumstances, and of the four salesmen 
robbed three came here directly from 
Des Moines, which leads police to be- 
lieve they are spotted and followed here. 
The losses are reported to approximate 
$115,000. ; 
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Prescription 
for Getting 
A Gift Watch 


Ki : Be either q pretty 
ga... 
Or Major Bowes 






Top—On ''Sweetest Day'' at the New York World's 
Fair, pretties working for candy manufacturers gath- 
ered for a contest to decide which was '"'sweetest 
of the Fair." 
jewel Bulova "Dolly Madison" wrist watch to Patricig 
oa Bulova |7-jewel "Lady Bulova" and "Eliz. 
abeth"' 


Here Dick Powell is awarding a 2\. 


watches were prizes for the runners-up, 


Center—Stewardess Hazel Brooks, of American Air- 
lines, Inc., is presented with a Bulova ''Dolly Madi- 
son" 


for meritorious service by America's president, 


Left—After Maj. Edward Bowes saluted Elgin, Ill., 
over his Original Amateur Hour, the Elgin National 
Watch Co. presented him with a watch as a souve- 
nir, W. H. Fowlie, Elgin's New York manager, here 


presents the Major with the Lord Elgin. 


TWO GREAT 
POLISHING CLOTHS 


“TOWN TALK’ 


Wy yy 











The Fabric Is Impregnated 
with Polishing Materials 
Clean—Quick—Lasting 


“VEL-CHAMEE” 


The Finest Washable 
Polishing Cloth Made 
For Sale by All 


Jobbers of Jewelers’ 
Supplies 


F. H. NOBLE & CO. 


535-559 W. 59th ST. 
CHICAGO, ILL. 
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The Brenet Watch Co. is taking the 
20th floor at 264 W. 40th St., where 
it is combining its factory and office. 
he move, Dec. 1, affords three times 
uch floor space as formerly occu- 


entire 


as m 
‘ s. C. Rogers, accredited agent for 
DeBeers Consolidated Mines, Ltd., and 
Boart Products, Ltd., on Nov. 30 closed 
his office at 630 Fifth Ave. His new 
mail address is P. O. Box 4565, Johannes- 
burg, South Africa. 

Owing to the ill health of iH. OH. Dil- 
lingham, the partnership of G. L. & 
H. H. Dillingham, diamonds and watches 
at 21 Maiden Lane, was dissolved Nov. 1. 
The remaining partner will continue at 
the same address. 

Mrs. Susanna Elkings Larter, widow 
of Harry C. Larter, Newark jewelry 
manufacturer, died Nov. 10, at her home, 
605 Mt. Prospect Ave., Newark. Mr. 
Larter, who has been well-known in the 
metropolitan area, died in 1931, Two 
sons and two daughters survive. 

About 200 club women heard a lec- 
ture on “Silver, Antique and Modern,” 
by Joseph D. Little, of International 
Silver Co., at a joint meeting of the 


Young Woman’s Club of _ Irvington, 
N. J., and the Woman’s Club of the same 
city. 


“When gifts are new, we'll tell you 
too,” was the slogan which won first 
prize and an extra week’s salary for 
Miss Mary Doran, in a contest conducted 
among the staff of the Friedlander Buy- 
ing Service, 290 Fifth Ave., resident 
buyers of giftwares for gift shops and 
departments. 

A testimonial dinner in honor of Carl 
Rosenberger of Cohn & Rosenberger, 
costume jewelry manufacturers, on Tues- 
day, Dec. 5, at 6:30 p. m., will be the 
focal point of the campaign activities of 
the Novelty Jewelry Division of the New 
York and Brooklyn Federations of Jew- 
ish Charities. The sponsoring committee 
is comprised of representatives of more 
than 60 firms. 

J. L. Roehrich, one of the best-known 
horologists in the metropolitan area, 
opened his own business for the sale and 
repair or watches, clocks and jewelry, 
on Nov. 15, at No. 301, Schribner Bldg., 
599 Fifth Ave. Mr. Roehrich, who was 
with Cartier & Co. for 13 years, is the 
agent for the Swiss watch manufac- 
turers exhibiting in the Swiss Pavilion 
at the World’s Fair. 

Louis B. Gurfein, diamond importer, 
608 Fifth Ave., who recently returned 
from the diamond centers of Europe, 
brought a bride back. The new Mrs. 
Gurfein, who was formerly Mme. Minna 
Friedlich, of Berlin, was forced by re- 
ligious and racial persecutions to leave 
Germany some 18 months ago, since 
when she had been living in Antwerp. 
The wedding took place in London 
June 21, 

The Jewelers Square Club held its an- 
nual dinner-dance, on Election Day Eve, 
Nov. 6, at the Piccadilly, with the larg- 
est crowd in the club’s history attending. 
Entertainment by fine talent followed 
the dinner. Over 100 prizes, which had 
been donated by members of the trade, 
were distributed among the guests. The 
committee was Julius Herzfeld, Edward 
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Lembeck, Moe Rooder, Dave Weinberg, | 


Jimmie Theise and Lloyd V. Lassner. 
Busch & Sons, one of New Jersey’s 
oldest jewelry establishments, opened its 
third store on Nov. 11 
William Sts., Newark. The front has 
Georgian marble frieze pilasters and a 
serpentine marble base, and a handsome 
marquee. The door is made entirely of 
tempered, bullet-proof glass. The in- 
terior, of an early American design, is 


at Broad and | 


paneled in walnut, and is featured by | 


16 crystal chandeliers. The business was 
founded in 1880 by George Busch, Sr., 
father of the present owner. 

William S. Honigbaum, 69, importer 
of pearls since 1908, succumbed to a five 
months’ illness which followed a stroke 
on Nov. 15 at his home, 140 W. 55th St., 
at which address he conducted his busi- 
ness since moving from the downtown 
jewelry center a few months ago. The 
deceased went into business for himself 
in 1908 after having worked for some 
time as credit manager for Albert 
Lorsch & Co. He was a member of the 
Jewelers Square Club. His widow, Mrs. 
Lillian Heyman Honigbaum, is continu- 
ing the business at the same address. 

An explanation of the various depart- 
ments which would be set up in a na- 
tional emergency and to what use they 
might put the abilities of skilled horolo- 
gists, was contained in a paper prepared 
by Government officials and read by 
Henry Fried, corresponding secretury, 
at the November meeting of the Hero- 
logical Society of New York. The pussi- 
bility of employment of watchmakers in 
instrument factories, munitions plants, 
and airplane instrument factories, were 
cited. The paper also indicated the im- 
portance of the well-rounded watch- 
maker and the necessity of his ability to 
read and interpret mechanical drawings 
and blueprints into machinery and fin- 
ished parts. Rochas Salomon told of the 
benefits of certification by the Horologi- 
cal Institute of America. Reservations 
for the annual dinner-dance to be neld 
at the Hotel St. Moritz, on Feb. 11, 
were made. 
as a member. 


Approximately 250 leading figures in | 
the New York jewelry trade were in | 


attendance at the fifth annual dinner of 
the New York and Brooklyn Federations 
of Jewish Charities, held on Thursday 
evening, Nov. 30, at the Essex House. 
The speaker of the occasion was Dr. I. 


Edwin Goldwasser, a trustee of the Fed- | 


eration and one of the most prominent 
members of the Jewish community. 
Aaron Sverdlik, of Robinson & Sverdlik, 
precious stone dealers, at 608 Fifth 
Ave., was chairman of the affair. The 
two federations are engaged in their 
third merged appeal on behalf of 116 
medical and social welfare institutions. 
Co-chairmen with Mr. Sverdlik in the 
campaign are Alexander E. Arnstein, 
Harry D. Henshel, Benjamin Eichberg, 
Benjamin Lazarus and Milton Weill, 
who was in charge of the dinner ar- 
rangements. The vice-chairmen include 
Alexander M. Arnstein, diamonds; Os- 
car Heyman, platinum-diamond jew- 
elry; Julius Kaufman, pearl and gem 
dealers; Norman M. Morris, watch im- 
porters; Royal C. Linthicum, American 
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Max Epstein was enrolled 
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ENCRUSTERS 

STONE RINGS ENGRAVED 

@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York. N. X. 
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Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S.NATHAN & CO., Ine. 
71-73 Nassau Street, New York 
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BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 


12 John St., New York City 
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SPECIAL ORDERS 
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STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-12 
BRENET WATCH CO. 
266 W. 40th St.,New York 




















QUALITY STEEL 
AND WORKMANSHIP 
COMBINED WITH 
SCIENTIFIC IMPROVEMENT 
OF DESIGN MAKE 


SANDSTEEL 
CROSSCURVED 
MAINSPRINGS 
THE CHOICE OF 
HOROLOGISTS 


FROM COAST TO COAST 
PATENTED, MADE IN U.S.A. BY 


WATCH - MOTOR 
MAINSPRING CO., Inc. 








145 Hudson Street New York 
Antique Jewelry 
Reproductions ) 


( 
Beautifully designed in 
Gold, with colored stone 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 W. 47th ST. 
NEW YORK, N. Y. 














DIAMONDS 


Specializing In stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since 1911. 


Fred. F. Schwartz 
87 Nassau St. N. Y. C. 
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Send for Catalog Illustrating 
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SWISS MOVEMENTS 
SHIPPED PROMPTLY 
Moderately Priced — All Sizes 
and Shapes — Also Complete Watches 
CERVINE S.A. 
CHAUX-DE-FONDS SWITZERLAND 











watches; Sigmund Cohn, smelters and 
retiners; Charles Barnett and Jacob H. 
Schaeffer, manufacturing jewelers; Law- 
rence B. Malawista, jobbers; Leo Ko- 
brin and Bernard Robinson, retailers; 
Harvey S. Dinstman, case manufactur- 
ers; Tobias Stern, attachment manufac- 
turers, and Samuel E. Bernstein, silver- 
ware. Assisting Mr. Weill on the dinner 
arrangements committee were: Louis 
Cutler, Joseph Goldmuntz, Milton S. 
Greenebaum, Edward J. Gross, Sidney 
B. Gurfein, Samson Hittner, Benjamin 
Hoffman, Morris Hoffman, Isaac Jaffe, 
Emil Koenig, Isidor Lassner, William B. 
Ogush, Carl Ornstein, Jack Podel, Mil- 
ton Rosenberg, Maurice J. Schless, Ed- 
ward L. Stern, Emil Tas and Max Wolf. 

The names of members of the sponsor- 
ing committee, composed of one hundred 
prominent figures in the metropolitan 
trade, were published in the November 
issue. 





New York Diamond Cutters Strike 


The diamond-cutting industry in New 
York City was disrupted late last month 
when the majority of the approximately 
350 cutters, polishers and sawers who 
engage in the trade, declared a strike 
for wage increases. It is not anticipated 
that there will be any serious effects. 

There are strong prospects for an 
early settlement, for the cutters and their 
employers are conferring regularly in 
an amicable spirit, and it is quite likely 
that there will be a compromise on the 
cutters’ demand for increases ranging 
from 10 to 25 per cent. This is the 
first time that the union, which was or- 
ganized in 1903 has called a strike, but 
many differences through the years have 
been ironed out satisfactorily through 
arbitration. Only union men can find 
employment in New York cutting fac- 
tories. 

The union seeks to justify its demands 
for wage increases by current business 
recovery, and the curtailment of pol- 
ished goods from abroad. The manu- 
facturers take the position that they 
must keep their labor costs within the 
ten per cent differential between the 
cost of rough and cut stones arriving 
here from abroad. 

Stocks on hand are sufficient to meet 
present needs, and since the strike was 
called so late in the year it cannot have 
any effect on the holiday trade. 

Jules Verbeeck, president of the Dia- 
mond Workers Protective Union of 
America, A. F. of L., has been negoti- 
ating for the cutters, while the affected 
diamond manufacturers’ interests are 
represented by Louis Baumgold, of 
Baumgold Bros., Inc. 


John M. Kingsbury 


Kenwoop, N. Y.—John MacConnell 
Kingsbury, executive head of Oneida, 
Ltd.’s trade paper advertising, died at 
his home in Sherrill, Nov. 18. 

Mr. Kingsbury, born May 4, 1898, in 
Greenville, N. Y., was graduated from 
Hamilton College in 1919. He was a 
member of the advertising department 
of the International Silver Co., Meriden, 
Conn., until 1926 when he moved to 
Sherrill and entered the merchandising 
and trade advertising field with Oneida, 
Ltd. Several years later he was ap- 
pointed head of the trade advertising 
division, a position he held until the 
time of his death. 

Mr. Kingsbury’s genial disposition 
made acquaintance easy and his contacts 
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ripened into an unusually wide circle of 
warm and lasting friendships through. 
out the entire printing and publishin 


trade. Prominent in all Masonic ae. 
tivities in Central New York, he was a 
member and former governor of 
Masonic Club of Oneida. He also heid 
membership in the Kenwood Golf and 
Country, Silver City and Community 
Associated clubs. 

On Feb. 5, 1922, he was married to 
Marian, daughter of Mr. and Mrs, Freq 
Fearon. In 1925 a daughter, Jacqueleine 
was born, and widow and daughter syr. 
vive. Other survivors are a sister, two 
brothers and his mother, Mrs, Rose 
Kingsbury of Morrisville. 





C. |. Josephson 


Mourne, Inu.—C. I. Josephson, born 
in Bureau County, IIl., March 380, 1870, 
died Nov. 25 of heart failure. He was 
active until Nov. 21. His business was 
established here in 1881 by his father, 
He succeeded to the management at his 
father’s death 51 years ago. A son, 
Cliff, who has been associated in the 
management for several years, will con- 
tinue the business. 

Mr. Josephson was active in civic af- 
fairs and a prominent member of the 
Masonic Order and the Congregational 
Church. He built a business known 
throughout the trade. The funeral Noy. 
28 was attended by prominent jewelers 
of Chicago and other cities. His widow, 
son, and a daughter, Norma J. Mc- 
Namara survive. 





Luckey to Columbus 


Prentice Luckey, recent manager of 
the Brand Chatillon Corp., 773 Fifth 
Ave., left Nov. 15 to become general 
manager of the Harrington Co., jewel- 
ers, at 84 N. High St., Columbus. 

Mr. Luckey formerly served as genera! 
manager of Brodnax’s, Memphis, Tenn.; 
from 1915 to 1929 he was manager of 
Wm. Wise & Son, Brooklyn; and had 
been with Brand Chatillon since 1933. 

Seth Swensen, diamond salesman, suc- 
ceeds to the post vacated by Mr. Luckey. 
He has been with the firm for about 
five years, and previously was with Wm. 
Wise & Son. Evon Bandler, previously 
employed by Mauboussin and Edmond 
E. Frisch, was engaged as a diamond 
salesman Nov. 1. 





FOR RENT 
AR 3600 TO 23000 
LIGHT LOFTS SQUARE FEET 


304-320 EAST 45th ST. 
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APEX WATCH CASE MFG. CO. 

B. F. HIRSCH, INC. 
JAEGER WATCH CO. 


LEVY BROS. MANAGEMEN 
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FRANK KAUFFMANN 
1485 3rd Ave., New York, N. Y. 


IMPORTER. 
iit hand-carved 


CUCKOO CLOCKS 
AND ALL PARTS 


also Manufacturer of Parts 
for all kinds of clocks, 
wheel cuttings, etc. 
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Importers Saved from Paying Twice 
For Debts Owed Citizens 
Of "Liquidated" Foreign Nations 


New York State importers of gift- 
wares and colored stones are saved by 
law from possibly having to pay the 
same debt twice on account of obliga- 
tions owed to firms in Czechoslovakia, 

Austria, China and Poland. ; 
" Double liability has arisen for Ameri- 
can importers owing debts to foreigners 
in business in countries which have been 
absorbed by other nations. In many 
cases the right of a foreigner with whom 
our citizen has done business is disputed 
by another claimant, which may be a 
foreign government or agency, who now 
claims that the debt is due him, or it, in- 
stead of to the original creditor, who 
may be a refugee in another nation. 

fo remedy this situation the New 

York State Legislature enacted Section 
5l-a of the Civil Practice Act, which 
provides that whenever an action is in- 
stituted to recover a sum of money 
(payable under or on account of a writ- 
ten or oral contract), which sum is also 
claimed by another party (who cannot 
be served with legal process in the State 
of New York), the debtor by obtaining 
the proper order of the court may give 
notice of this fact to the claimant or 
claimants by registered mail. If the 
claimant does not appear to protect his 
alleged interest within one year and 10 
days from the date of the order he is 
ferever barred from suing in our courts 
on account of that claim. 

At the end of this period the debtor 
can pay the one suing with safety, know- 
ing that thereafter he cannot be sued by 
the other claimant. As a condition for 
staying or preventing the plaintiff from 
taking any further legal steps for the 
period mentioned above, the debtor must 
either deposit the money into court or 
put up a bond. Doing either can be no 
hardship for he owes the money but is 
not sure, because of the conflicting 
claims, who is entitled to it, and by so 
proceeding is amply protected by law. 

Another effect of the law is that the 
right of the claimant to sue during pos- 
sibly the next six years is cut down to a 
year and 10 days from the date of the 
court’s order. If the claimant, upon re- 
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SERVICE Revises 


PRICE LIST 


AFINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST, NEW YORK, N. Y. 








Specializing Traveling and Boudoir Clocks 
80 complete Leather Case Service 
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THE WESTWALL RING—Does this bizarre design 
reflect a Nazi kultur founded on blood, iron and 
“glory? The latest in men's jewelry, German 
style, it combines oak leaves with a death's head, 
in nickel silver, and is being sold by Nazi jew- 
elers in time to be included with other Christmas 
gifts sent to cheer (?) the men at the front. 
This reproduction of the Westwall ring was taken 
from a Berlin manufacturing jeweler's advertise- 
ment on the front cover of a recent issue of a 
German jewelry publication. 








ceiving the notice, commences action 
against the American debtor within the 
period allowed, the two actions may be 
merged and the various claimants left to 
fight it out among themselves, and re- 
gardless of whom the trial court may 


find is entitled to the money, the Ameri- 


can debtor is protected. 

The Appellate Division of the First 
Department on Nov. 13 affirmed a New 
York State Supreme Court decision, tak- 
ing advantage of the law on behalf of a 
New York importer indebted for more 
than $23,000. Jacob R. Freund, 22 E. 
40th St., represented the importer. 


House of Jewels at N. Y. Fair 
Entertained | 345,678 This Year; 
Will Reopen Next Season 


The House of Jewels, which last 
month signed a contract to reopen at the 
1940 New York World’s Fair, brought 
the charm of diamonds, precious jewelry 
and sterling silverware to 1,345,678 visi- 
tors during the six-month operation of 
the 1939 Fair. 

Attendance was limited only by the 
capacity of the building. Long lines of 
people outside the door were an invari- 
able sight from opening time to closing 
time each day. Biggest day was Sunday, 
May 28, when 12,422 individuals were 
received. 

Here are attendance records by 
months: May, 265,058; June, 269,199; 
July, 224,953; August, 203,910; Septem- 
ber, 187,661, and October, 194,897. The 
reduced daily attendance, effective in 
July and thereafter, was due to a new 
policy of lengthening the talk on dia- 
monds to allow visitors more time to 
view the jewelers’ displays. 

The jewelry and silverware that was 
on display in the House of Jewels have 
been returned to the stocks of their re- 
spective owners. The large display of 
rough diamonds by the DeBeers Consol- 
idated Mines and Associated Companies 
has been stored in a New York vault un- 
til the reopening of the Fair in May, 
1940. 

Participants in the House of Jewels 
are Tiffany & Co., Cartier, Inc., Black, 
Starr & Frost-Gorham, Inc., Marcus & 
Co. and Udall & Ballou, the “big five” 
Fifth Avenue retail jewelry houses, and 
the Diamond Corp., Ltd., and DeBeers 
interests. 








Plattsburg Controls Auctions 
Pratrssurc, N. Y.— The Common 
Council recently passed an _ ordinance 
regulating auctions at the instigation of 
local jewelers. Auctions are now limited 
to 15 days, and the license fee is $50. 
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EACH PIECE A WORK OF ART 
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48 West 48th St. New York City 
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Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street - Philadelphia 


BYARD F. BROGAN 








Philadelphia College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 

















EMPIRE 
SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 
713 SANSOM ST. PHILADELPHIA 








ORDER YOUR 
TELECHRON and REVERE 


Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 








BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
Write for free book ‘‘Your Future and Our School.” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 











ZIRNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


FX. ZIRNKILTON 2!4,3,(274.81; 
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MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMeErR & Gissons, INC. 
117 So. 10TH St. PHILADELPHIA 











ELGIN & BELMAR 


YATES 


LOUIS SICKLES 
1015 Chestnut St,, Philadelphia, Pa. 
‘Wholesale Distributorstothe Trade” 











Irving Slobotkin now is located at 713 
Sansom St. 

Joseph Kaplan last month joined the 
KRB firm, 716 Sansom St. 

Barney B. 'Tratenberg moved from 711 
to 713 Sansom St. Nov. 11. 

Alterations enlarging the store of 
Beifeld’s, 135 S. 8th St., were completed 
last month. 

Mr. and Mrs. E. H. Benson, of Berlin, 
Md., were among out-of-town retailers 
here Nov. 14. 

Albert Cohen, formerly of Albert E. 
Price, 710 Sansom St., is now with the 
Bedford Co., New York. 

Miss Selma Harriett Paul has joined 
her father, Harry Paul, as bookkeeper 
for the business, 721 Sansom St. 

Merrill T. Ernest, of 309 Roosevelt 
Ave., Pitman, N. J., last month com- 
pleted alterations enlarging his store. 

Mrs. Dora Spiegelman, whose husband 
is a member of Spiegelman Bros., 721 
Sansom St., left Nov. 1 for a six weeks’ 
trip to Texas. 

F. Clark Bechtel, of Joseph B. Bechtel 


| & Co., 729 Sansom St., left Nov. 13 for 
| a week’s trip through the Eastern Shore 


area of Maryland. 


Sidney Marmer left the Edward Tin- 


| kelman jewelry firm, 715 Sansom St., 


last month to enter the watch depart- 
ment of Stern & Co., 712 Market St. 

Charles D. Engelbach, 721 Sansom St., 
and his wife were hosts to friends at a 
party on the Hotel Walton Roof Oct. 30 
in celebration of their first wedding 
anniversary. 

H. N. Berman & Son, of Wildwood, 


_N. J., is now located permanently in the 
| jewelry business in that community. For- 
| merly Mr. Berman was, a member of 





Berman & Cohen, 714 Sansom St. 


A dinner-lecture will be held by the 
Philadelphia Horological Guild Jan. 12. 
George Baitzel demonstrated turning 
and polishing balance staffs at the guild’s 
instruction night, Nov. 14, in the Frank- 
lin Institute. 


Leon Brown, Paulsboro and Penns- 
grove, N. J., jeweler, moved his Penns- 
grove store from 85 S. Broad St. to 23 
S. Broad St. Nov. 4. The modern new 
store is considerably larger than the for- 
mer establishment. 


Morton Credit Jewelers, 25 S. 11th 
St., sponsored a radio broadcast of Phil- 
adelphia election returns the night of 
Nov. 7 over Station WFIL, giving up- 
to-the-minute results of the city’s hotly- 
contested mayoralty fight. 


H. B. Gording, 716 Sansom St., an- 
nounced the third and fourth floors of 
his building have been reconstructed as 
studios for cover artists for the Ladies’ 
Home Journal and the Saturday Eve- 
ning Post. This will mark the first inva- 
sion of art in Sansom St.’s “Jewelers’ 
Row.” 

The Sansom Street Young Men’s Busi- 
ness Association was making plans to re- 
vive activities by holding a Christmas 
party in December, tentatively on Christ- 
mas Eve. Members of the committee on 
arrangements include Michael Orloff, 
president; Robert Shifren, Armand Ja- 
coby and Fred Weisburg. 

Although employees in jewelry and 
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novelty manufacturing plants in Penn. 
sylvania decreased slightly in October. 
payrolls and the number of hours 
worked showed increases over October of 
last year. Employment dropped 6 per 
cent in October, 1939, from a year ago, 
but payrolls jumped 6.6 per cent ang 
hours, 4.6 per cent. 

Jewish jewelers sought a $10,000 quota 
in the Allied Jewish Appeal last month 
under the chairmanship of Herman H. 
Barr. Mr. Barr was assisted by Harry 
Gordon and Josef Milner, co-chairmen 
for the Sansom Street area. Most con- 
tributors pledged more than, and in some 
cases double, the amount they gave jn 
the first Allied Appeal drive last year, 

Enthusiasm for riding has mounted 
among a number of younger Sansom St. 
jewelers. Among those reported inter- 
ested in a jewelers’ riding club are Ar- 
thur Aisenstein, Albert Govberty, David 
Packman, Joseph Kalodner, Joseph 
Kramer, Fred Weisberg, Michael Orloff, 
Armand Jacoby, Sam Hoffman, Irving 
Hoffman and Manny Hoffman. 

Seven thousand Christmas folders en- 
titled “A Gift for a King” and listing 
attractions in the store for holiday shop- 
pers were prepared for customers last 
month by Fred J. Cooper, 113 S. 12th 
St. Mr. Cooper headed his novel leaflet 
with the picture of an ancient English 
jewel, said to have been carved for King 
Alfred and now in the Oxford Univer- 
sity Museum. 

Millard F. Davis, Inc., Wilmington, 
Del., jewelry firm, was awarded the task 
of burnishing and repairing the famous 
$10,000 silver service of the battleship 
Delaware preparatory to its being 
placed on public exhibition by the His- 
torical Society of Delaware in Wilming- 
ton early in December. The service, pre- 
sented to the battleship Oct. 5, 1910, was 
returned to the state by the Navy in 
1924 when the Delaware was decommis- 
sioned after seeing service in the World 
War. 

A weird attempt to steal a tray of 
diamonds valued at #19000 from _ the 
House of Milner, 728 Sansom St., was 
foiled recently. Josep: Milner, head of 
the firm, seated in his tront ground-floor 
office, on a busy Saturday afternoon, 
glanced up to see a man reach over a 
counter and lift out the diamond tray. 
As the intruder started to leave the 
store, Mr. Milner rapped frantically on 
the front window and won the <ttention 
of Louis Neff, a college athlete who 5s 
employed at his father’s jewelry store, 
742 Sansom St. Neff grabbed the man, 
who was later released on bail. The tray 
of diamonds was recovered in a waste- 
basket near the door. 





Philadelphia Area Wholesale 
Jewelry Sales Up 20 Per Cent in '39 


PuimapeLtpu1a—The Federal Reserve 
Bank reported in October that wholesale 
jewelry sales for Eastern and Central 
Pennsylvania, Southern New Jersey and 
Delaware increased 183 per cent in Sep- 
tember, 1939, over August, and climbed 
31 per cent for the month over those of 
September, 1938. Wholesale jewelry 
sales for the first nine months of 1939 
were 20 per cent ahead of those for the 
corresponding period of 1938. 
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Haro:d KE. Sweet, of the R. F. Sim- 
mons Co., Attelboro, is having his home 
on Dean St. remodeled. 

The plant and all tangible assets of the 
Clayton Co., Inc., 226 Eddy St., have 
been offered for sale by Horace M. 
Peck, permanent receiver of the com- 
pany. ' R ao 

William G. Lind, Jr., of the T. W. 
Lind & Co. findings and ornaments 
makers, has been granted a commission 
as a reserve second lieutenant in the 
U. S. Marine Corps. 

Angell Electroforming, Inc., has been 
established to do electroplating business 
by Alfred H. Angell, Chepatchet; An- 
drew R. Connet, Providence, and James 
A. Tillinghast, Wakefield. 

Samuel M. Magid, secretary and trea- 
surer of the Brier Mfg. Co., was _ re- 
elected president of the Jewish Home 
for the Aged of Rhode Island. It’s his 
seventh term as president. 

Abraham Kestenman, head of the re- 
cently incorporated Colonial Mfg. Co., 
756 Eddy St., makers of novelty items, 
has recently completed a business trip 
through mid-western and eastern states. 

A new retail jewelry store, Elliot’s, 
Inc., has been incorporated to do busi- 
ness in East Providence. Incorporators 


were Alfred deR. Baker, Hazel B. 
Steere and Helen D. Bennett, all of 
Providence. 


Payrolls in the Rhode Island manu- 
facturing jewelry industry during Octo- 
ber were reported at $1,476,295, a gain 
over the preceding month of 12.6 per 
cent. The total was 10.6 per cent above 
October, 1938. 

Oval Importing Co., Ine., has been 
incorporated in Rhode Island by Julius 
Lipschit’, Brooklyn; Edward W. Gold- 
stein and Joseph L. Gilligan, Providence. 
The company, with a capital of $100,- 
000, will deal in precious stones. 

More than 200 employes of the Rhode 
Island Jewelry Co., Clifford St., at- 
tended the company’s Hallowe’en din- 
ner dance Oct. 28. Seated at the head 
table were the committee on arrange- 
ments, consisting of Edward Corveno, 
Edward Chiaverini, Julio Marcello, Al- 
fred Negri and Guido Lavigna, and two 
officials of the company, W. Irving Wolf 
and George Trifari. 

C. Arthur Lundquist, of George H. 
Fuller & Son Co., combined business 
with p'easure on a recent trip to New 
York. Mr. Lundquist took his wife and 
daughter to the World’s Fair and while 
in the city met with Frank A. Ward, 
Jr., president and treasurer of the com- 
pany; William L. Little, vice-president 
and New York manager, and J. Vincent, 
traveling representative. 

Jewelry buyers are awaiting the re- 
vised edition of the Buyers’ Guide, pub- 
lished by the N. E. Mfg. Jewelers & 
Silversmiths Association, which will ap- 
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pear Jan. 1. Inquiries have been 
ceived from all over the country. 


Fe- 


| 


The | 


book, free to all buyers who register at | 


the Providence Biltmore Hotel, 
members of the association in classifica- 
tions as to products. Key letters indi- 
cate approximate selling prices of prod- 
ucts and other signs indicate types of 
merchandise made and methods of dis- 
tribution. 

John L. 


Thompson, president of the | 


lists | 


Manufacturers National Bank of North | 
Attleboro, and a leading figure in the | 


business and civic life of that community 


for many years, died at his late home 


after a long illness. He was in his 
69th year. 
of Thompson & Remington, he 
became sole owner of the refinery, lo- 
cated in Plainville. Charles A. Whiting, 
head of Whiting & Davis Co., of Plain- 


ville, has been elected to the position of 


Once a partner in the firm | 
later | 


president of the bank, and Walter B. | 


Blackinton Co., was 
to succeed Mr. 


Ballcu, head of R. 
named vice-president 
Whiting. 


Ask for Jewelry and Silver 
Consideration in Argentine Treaty 


Provipence — Because no mention of 
the jewelry industry was made in the 
agenda 


for the proposed trade treaty | 


with Argentina, Congressman Joseph W. | 


has re- 
of State 


of Massachusetts, 
Secretary 


J. 
Assistant 


Martin, 
quested 


Henry Grady to consider the jewelry | 
and silverware industries in any govern- | 


ment plans to stimulate trade for Amer- 
ican industries with Latin-American 
countries. 


Grady informed the congressman that | 


the omission was due to the small ex- 


ports of jewelry to those countries in | 
the past, but that he would see that the | 
industry was brought to the attention | 
of the South American representatives. | 


Scott Staff Holds Jamboree 


LawrENCE, Mass.—Scott Jewelry Co. 
executives and employees celebrated 
their annual “get-together” with a gala 
party at the Paradise Restaurant, here, 
Nov. 6. 

Seated at the head table were: S. F. 
Guggenheimer, president; Fred S. Gug- 
genheimer, vice-president, and Mrs. 
Guggenheimer; Matthew J. Brown, trea- 
surer; Charles A. Brown, manager of 
the Lawrence store; Fred Brown, mana- 


ger of the Manchester, N. H., store; 
Harry Heckman, manager of the 


Nashua, N. H., store, and James Doyle, 
manager of the [Lowell store. 


September Imports 


Article Number Value 
Watches an:l watch move- 

WHUED cccccccaccccns GUayene $753,159 
Wate VOEUE ck cccccecs Sieuee 71,274 
Clocks and clock move- 

MIM si cua wee teens 183 2.351 
Diamonds 

Rough, uncut ...... 5,743 cts. 353,259 

Cee ONE ie licenwks 37,285 cts. 2,086,225 
Pearls 

IRR, i acl c ea we derar ates 20,827 

Cultured or cultivated ...... 35,043 
Other precious and semi- 

precious stones— 
pee WE cecers  vedees 10,521 
Coe OE ee saugdenl “aoxees 123,349 





“SUPER-SERVICE” 
ROLLING MILLS 


PUL 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 


motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 





















SILVER COMPANY 
Rhode Island 








Providence 


[mp 22 Patterns Sterling Silver 
Mi ANCHESTER 








REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 
A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 


St erfing 


Weidlich, 


BRIDGEPORT 


MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 








For further information address: 


Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 
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~+Manufacturers of 
Knives, also Comb and File 
Sets for Good Will Gifts. 
Your Trade Mark, Sehool or 
Fraternal emblem imprinted. 


May we help you? 


THE 
JEWELRY: CUTLERY NOVELTY CO. 





NORTH ATTLEBORO MASS 

















SERVICE! 


Complete Stocks 
Prompt Deliveries 


on all your 


CHRISTMAS ORDERS 


All Princess Diamond Rings 
at old prices. 







PLWELPY 1. JEWEL Ligh 
BALTIMORE, MD. 

















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY ® 





s HOPKINS PLACE, BALTIMORE, MD. 


MR. JEWELER! 


YOU NEED QUICK DELIVERIES FOR THE 

CHRISTMAS RUSH .. WRITE... WIRE .. 

TAKE ADVANTAGE OF OUR COMPLETE 
LINE OF 


DIAMONDS — JEWELRY 


ELGIN WATCHES 


SETH THOMAS CLOCKS 
WESTCLOX 
INGERSOLLS 

RONSON LIGHTERS 

SILEX COFFEE MAKERS 

ADMIRAL RADIOS 


and our extensive line of 


EASTON WATCHES 
tl 


BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 














i 5 
WHOLESALE JEWELERS 


IMPORTERS OF 


DIAMONDS 








Fred R. Saum, Hagerstown, Md., was 
a recent visitor to the Baltimore market. 

The Kay jewelry store chain has re- 
ceived a new link at Chattanooga, Tenn. 

Fire recently destroyed the Robinette 
Building at Pennington Gap, Va., hous- 
ing the Robinette jewelry store. 

Sheldon Jewelry Co., Mills & Mesa 
Sts., El Paso, Texas, last month was cel- 
ebrating its 25th anniversary. 

The window of the Maxwell Jewelry 
& Gift Co., Elberton, Ga., was smashed 
Nov. 3 and several watches were stolen. 

Eugene Lott, general manager of the 
A. Graves & Steuwer Co., Memphis, was 
recently honor guest of the Shrine Club. 

G. Cox, of Morganton, N. C.., recently 
visited Baltimore’s wholesale section and 
called at the establishment of J. Engel 
& Co. 

Cooper’s, Inc., Portsmouth, Va., plans 
to change from 306 High St. to a loca- 
tion across the street just after the first 
of the year. 

R. L. Courtney & Co. Gainesville, Ga., 
have moved from the Dixie Hunt Hotel 
to the store formerly occupied by Cas- 
sius R. Hammond. 

Russell E. Bartmess, gemologist, has 
joined the staff of George W. Heffer- 
man, recently opened jewelry store at 79 
S. Main St. 

Albert Gross, of B. & E. J. Gross Co., 
New York, on Nov. 24 opened “AlI- 
bert’s,” a retail jewelry store at Peters- 
burg, Va. 

Jerome Hoffer, Jr., a son of Jerome 
Hoffer, jeweler of Camden, S. C., has 
been appointed an instructor in aeronau- 
tics at Georgia “Tech.” 

The King Jewelry Co., 1822 Market 
St., Wheeling, W. Va., celebrated its 
25th year in the Wheeling district last 
month. Samuel S. Lipman is manager. 

J. M. Paul, jeweler at 3310 Eastern 
Ave., Baltimore, celebrated his 25th 
business anniversary last month with an 
anniversary sale. 

Jacobs Jewelry Co., Ine, Nov. 3 
opened in its new, remodelled location 
at 12 Arcade, Nashville, Tenn. M. C. 
Morris is proprietor. 

Royal Jewelers, 504 S. Gay St., Knox- 
ville, celebrated the opening of their re- 
modeled store with a “Good-will Party” 
Oct. 21, the firm’s 17th anniversary. 

Harry Busch, with 20 years’ experi- 
ence in the jewelry business, is pro- 
prietor of this store which employs 18 
people. 

D. E. Grissom, formerly with jewelry 
stores in Lebanon and Nashville, has 
been made manager of Ray Jewelry Co., 
Columbia. Tenn. 

Elam Fussell, for the past six years 
employed in the C. J. Sullaway jewelry 
store, has opened his own jewelry store 
in Waverly, Tenn. 

The location of the jewelry and watch- 
making business of Stewart Rhodes, 
Huntington, Tenn., was moved to new 
quarters. 

S. & N. Katz, 105 N. Charles St., had 
their special 35th anniversary sale dur- 
ing the week of Nov. 13 and recorded a 
large increase in the volume of business. 

Nathan B. Shyer, 84, who operated a 
retail jewelry store in Nashville for 50 
years, retiring three years ago, died re- 
cently in Memphis where he had resided 
since his retirement. 
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Police recently nabbed three men in 
the act of looting a display window in 
the jewelry store of Leon Deutsch, 34g 
W. Broad St., between Montgomery and 
West Broad Sts. 

The 1940 catalog of J. Engel & Co 
Baltimore, has received a wider distri. 
bution than ever before. Larger in cop. 
tents, it has a steel spiral binding and 
rich green cover, stamped in silver, 

The liquidated business of the Hotch- 
kiss Jewelry Co., Jackson, Tenn., is be- 
ing continued by Perel & Lowenstein, of 
Memphis, Tenn. Mrs. C. R. Hotchkiss 
remains manager. 

W. P. Cart was recently elected presi- 
dent of the Charleston, S. C., jewelry 
firm which bears his name. He has been 
acting president since the death, in 1938, 
of W. C. Macmurphy. 

M. L. Sullivan has been employed by 
Bishop C. Leonard, Salisbury, Md, 
jeweler, to take charge of his repair 
business. Mr. Sullivan is a graduate of 
Bowman Technical School. 

More than 23,000 people visited the 
new jewelry store of Max Friedman, at 
304 S. Gay St., Knoxville, Tenn., on 
opening day. H. T. Wills, Atlanta, 
designed it. 

Harry Clein, proprietor of the Dia- 
mond Jewelry Co., Atlanta, Ga., has 
opened a branch retail jewelry store in 
Griffin, Ga., under the name of the Lang- 
ford Jewelry Co. 

Col. Lewis Bernstein, manager of the 
Kay Jewelry Co. in Charlotte, N. C., was 
host to about 100 employees and their 
guests at a banquet and dance at the 
Red Fez Club on Nov. 2 in celebration 
of the firm’s 25th anniversary. 

Terrell Bros. on Nov. 1 occupied a new 
store at 419 W. Broad St., Richmond, 
Va. The business is now 58 years old, 
having been founded by the father and 
uncle of the present owners, W. M. Ter- 
rell and J. Pleasant Terrell. 

Joy’s, recently opened in a remodeled 
building at Second and Franklin, is a 
new jewelry store for Clarksville, Tenn. 
A huge tire and rubber products. plant 
is being constructed in Clarksville and 
this will greatly help all retail business. 

Geo. T. Broadnax, Inc., has opened 
its remodeled store at 39 S. Main St, 
Memphis, Tenn., after spending $15,000 
to remodel the seven-story building 
which it has occupied since 1924. A 
new, ten-year lease on the building be- 
comes effective in August, 1940. 

Ewing’s Doings is the name of a house 
organ issued by Ewing Bros., wholesale 
jewelers, of No. 5 Plaza Way, Atlanta. 
This eight-page booklet is devoted, to 
a large extent, to tips to retail jewelers 
on how to bring about increased busi- 
ness and to descriptions of merchandise. 

The Latham & Halvestadt store at 
No. 2 Edgewood Ave., Atlanta, has been 
taken over by Walter R. Thomas and 
will be operated by him under his own 
name. It is the second Walter R. Thomas 
store to be opened in Atlanta, the main 
store being located at 104 Whitehall St. 

A branch store has been opened by the 
Ferrell Jewelry Co. at 229 Hogan St. 
Jacksonville, Fla., to accommodate cus- 
tomers in this section of Jacksonville. 
It will be under the management of 
E. R. Newberry, Jr. The main store of 
the company is located at 270 Main St. 
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Charles R. Campbell recently moved 
his jewelry and optometric business into 
one-half of a modern new building he 
erected at 225 Marietta St., Atlanta, 
Ga. The one-story building has a front 
of white marble, with the store name 
in gold-colored letters. 

Jack Jordan, of J. W. Jordan’s Sons, 
of Dunn, N. C., makes miniature gaso- 
line airplane motors in his spare time. 
Perfect in detail, Mr. Jordan installs 
them in small flying machine models, 
also built by him. The hobby grew out 
of his watchmaking skill, in which he is 
an expert. : 

Mrs. John W. Randolph, wife of a 
Fort Smith, Ark., jeweler, died in a 
hospital, Oct. 30, from injuries suffered 
in an automobile accident on Oct. 29. 
Her husband and their two children 
were injured seriously in the accident, 
in which their automobile collided with 
a truck at a highway bridge. 

Phil A. Dallmeyer opened one of the 
most spacious jewelry stores in Central 
Missouri, on Oct. 28, at 223 E. High St., 
Jefferson City, Mo. The windows are of 
curved glass with black Carrara base, 
and are illuminated by flucrescent light- 
ing. Mr. Dallmeyer has been operating 
the 40-year-old business for the last 26 
years. 

Nathan Kohane, of Indianapolis, Ind., 
has joined the staff of the Kay Jewelry 
Co., Greensboro, N. C., and will be as- 
sociated with Sidney A. Jones in the 
management of the store. Mr. Kohane 
has been connected with the Kay jewelry 
store chain for the past six years, in 
Washington, D. C., and later in In- 
dianapolis, and will serve as diamond 
expert for the Greensboro store. 

Guild No. 4, of the Tennessee Watch- 
makers and Jewelers Association, com- 
posed of Memphis members of the state 
organization, has elected the following 
officers for the new year: President, 
James D. McQuirter; vice-president, 
Walter J. Cline; secretary, E. R. Stew- 
art; treasurer, L. J. Thomas, and direc- 
tors: W. C. Roy, L. A. Swan, Dr. John 
McQuirter, and C. D. Taylor. T. O. 
Pearson, president of the state associa- 
tion, was a guest. 

Fate has been hard on the firm of J. 
Engel & Co., Baltimore wholesalers, in 
the last few weeks. The death of Oscar 
Samuels, vice-president, cast a shadow 
over the establishment, and then Jay G. 
Engel, the president, sustained fractures 
of the leg and ribs in a collision of his 
auto with an army truck on Nov. 18 
while driving to Charlotte, N. C., on a 
business trip. He was taken to Fred- 
ericksburg, Va., hospital for treatment 
and observation, and then to Union Me- 
morial Hospital, Baltimore. 

The jewelry firm of Louis H. Jerger, 
Inc. on the occasion of its 82nd anniver- 
sary early last month was felicitated in 
the semi-centennial edition of the Times 
Enterprise in Thomasville, Ga. The store 
is now conducted by Louis Jerger, 
grandson of the founder. Launched in 
1857, the business has been managed 
without interruption by three genera- 
tions of the family. The founder, also 
named Joseph, in 1861 enlisted in the 
Confederate army and served until he 
was captured at Atlanta. With many 
other Southern soldiers he was impris- 
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oned in Chicago for the duration of the 
war. During that time his wife managed 
the business. Joseph was succeeded by 
his son, Joseph, who in turn was suc- 
ceeded several years ago by the grand- 
son, Louis. 

Opening of the remodeled Maier & 
Berkele store at 111 Peachtree St., At- 
lanta, took place Nov. 13. Changes in- 
clude a new front, a new silhouetted let- 
ter sign, new plate-glass doors, a com- 
plete new lighting system, and new fur- 
nishings and fixtures. The firm is one 
of the oldest in Atlanta, having been 
established by H. A. Maier and A. L. 
Delkin in 1887. In 1809 John Berkele, 
an uncle of Mr. Maier, purchased the 
interest of Mr. Delkin and the name was 
changed to Maier and Berkele, Inc. H. 
A. Maier, Sr., is still president of the 
concern, but a great deal of the work is 
now handled by his two sons, H. A. 
Maier, Jr., and Frank Maier. In addi- 
tion to the main Atlanta store, Maier 
& Berkele, Inc., have a branch store in 
Savannah, Ga. 





Florida R.J.A. Convention Set 
For Miami, April 28, 29 and 30 


Ortanno, Fra.—The 1940 convention 
of the Florida R.J.A. was set for April 
28, 29 and 30, at a directors’ meeting 
here Oct. 29. The convention, at the 
Columbus Hotel, Miami, will be planned 
by a committee composed of Ann Hall, 
Eugene Mumpower and William Kohl- 
housen. William Deuber, Tampa, will be 
in charge of the yearbook. 

President H. F. Underwood and Sec- 
retary G. W. Lawton will tour the state, 
and, with key members in each section, 
contact non-members to build up the 
association. 

Catalog houses were discussed by Fred 
Engelke, Sterling Smith, Mr. Under- 
wood, and A.N.R.J.A. Vice President 
Alvin Magnon. The latter pointed out 
that 75 per cent of the nationally ad- 
vertised merchandise listed in these 
catalogs ten years ago has been elimi- 
nated, through the efforts of the national 
association and individual retailers who 
refused to buy from the manufacturer 
or wholesaler who permitted his mer- 
chandise to be listed by such concerns. 

Earl Marshall, of the C. & E. Mar- 
shall Co., and Mrs. Marshall were host 
to the 13 officers, directors and their 
wives at their country home. 


Oscar Samuels, J. Engel & Co., 
Baltimore, Executive, Dies at 63 


Bartrmore—J. Engel & Co., Inc., whole- 
sale jewelers at Baltimore St. and Hop- 
kins Place, are receiving condolences 
from far and near on the death of Oscar 
Samuels, vice-president of the corpora- 
tion, who passed away Nov. 7. 

He had been suffering for some time 
with high blood pressure and hardening 
of the arteries, but the fatal attack came 
very suddenly and was unexpected be- 
cause he had seemed considerably im- 
proved, 

Mr. Samuels, who was 63 years old, 
came to Baltimore in 1896 from New 
York to take a position with J. Engel & 
Co. during the first year of the launching 
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of the business by the late Jacob Engel. 
He was a 32nd degree Mason and held 
various other affiliations, besides being a 
member of Eutaw Place Synagogue. 


Oklahoma Horos Get New Officers 


Oxtanoma Crry, Oxia.—New officers 
of the Oklahoma State Horological As- 
sociation elected at a recent meeting of 
the executive board are: G. C. Heidinger, 
Sapulpa, president; F. D. Smith, Ada, 
vice-president; Carl Hurst, Oklahoma 
City, secretary; and Harold Cruse, Ok- 
lahoma City, treasurer. Jack Bryant, 
this city, the retiring president, served 
during the association’s first year. 

Board members who attended were 
J. T. Mills, Frank Trapp, Tulsa; G. C. 
Heidinger, Sapulpa; Wally Adams, 
George Usry and Carl Horst, this city; 
EK. J. Tipton, Floyd Henson, Shawnee, 
and Sam Rigsby, Seminole. 





Arkansas R. J. A. Meets 


Lirrtet Rocx, Arx.—A.N.R.J.A. Presi- 
dent Myron Everts spoke on the benefits 
of affiliation with the national body, at 
a banquet which ended the annual meet- 
ing of the Arkansas R.J.A., here, Nov. 
17. Robert J. Slagle, Houston, regional 
vice-president of A.N.R.J.A., also spoke. 
The national officers were introduced by 
H. T. Purvis, Jonesboro, who presided 
in the absence of A. R. Kennan, Fort 
Smith, president. The association was 
reorganized last July. Plans were made 
for a membership drive. New members 
enrolled were: Hollis Evatt, Booneville; 
E. E. Darnell, Benton; W. D. Hinson, 
Newport, and J. L. King, Clarksville. 





Notables’ Watch Fixer Retires 


Wasuincton, D. C.—After 54 years 
of service as an F St. jeweler, Julius 
Selinger, who has repaired the watches 
of such notables as Theodore Roosevelt 
and General Pershing, retired from busi- 
ness on Nov. 15. Mr. Selinger, who is 
85, opened his first watch repair shop in 
an abandoned fruit stand. The business 
has grown until today it occupies a 
three-story building at 818 F St., N. W. 
His son, Sidney M. Selinger, will now 
conduct the business. 
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PEARLS FIT FOR A QUEEN... 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of ail kinds. 
Imperial Pearl Syndicate 


607 Fifth Ave. New York 
5 No. Wabash Ave. Chicago 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 


hich Case Fepaning 


@UR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO. 
29 E. Madison St. 











CHICAGO, FLL. 





Your JOBBER HAs 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 


DIAMOND CUTTING 


Re-Cutting Price Net—Special 


% and % Carat $5) % and % Carat $9 
% and % Carat 7/| % and 1 Carat 10 


| Removing Chips $1.50 to $3.00 


Estimates Furnished 




















Memo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 
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If you want a Complete Catalog of 


FF FULLERS FINDINGS 
F ‘to assist and enable you to 
“SoS” ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, III. 











GENUINE 
Bohemian Garnet 
Jewelry 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 














| mprove Display Windows 50% 


Send Glass Sizes for Estimate | 
Designs and Materiais - No Obligation 


CAMDEN ARTCRAFT CO. 160 N.Wells St. | 


CHICAGO. ILL. 


| after a long illness. 


Mose Linz, Butte, Mont., who has been 
in the retail jewelry business for many 
years, has advised the trade that he is 
closing out his business and will retire. 

lee Litt, formerly of Litt-Mevers 
Jewelry Co., 5 S. Wabash Ave., has 
purchased the retail jewelry store oper- 
ated by the late George Kneble at 3110 
W. Irving Park Blvd. 

Sam Marks, manufacturer of blanks 
and mountings, left last month for the 
West.’ He and Mrs. Marks expect to 
visit in California for a few weeks and 
then go to Tucson, Ariz., for the winter. 

Emil Noel, wholesaler, 29 E. Madison 
St., suffered severe injuries Nov. 4 when 
he fell while going to lower Wacker 
Drive for his car on his way home. Two 
ribs were broken and his head bruised. 

J. M. Bucheimer, of J. M. Bucheimer 
Co., Towson, Md., manufacturer’ of 
braided watch chains and fobs, was in 
Chicago last month on business. Mr. 
Bucheimer also conducts a _ retail 
business. 

Lester E. Sanborn, 68, who has oper- 
ated the Sanborn Jewelry Shop at 752 
W. 67th St. for the past 25 years, died 
suddenly of heart failure while working 
in his store Nov. 13. The business of the 
store will be discontinued. 

Max L. Jacoby, 83, known to the 
jewelry trade for the past 55 years, died 
Nov. 2. He began his career with the 
Providence Stock Co. and later repre- 
sented several other concerns. He _ re- 
tired from active service eight years ago. 

On Oct. 28 Chas. A. Winship & Co., 30 
W. Washington St., manufacturers of 
school and fraternity jewelry, formally 
celebrated their 50th anniversary with 
open house all day. Many friends called 
to wish members of the organization 
many more years of continued success. 

Victor E. Showalter, 43, former head 
of the aircraft instruments division of 
the Elgin National Watch Co.. died sud- 
denly at his home in Elgin Nov. 4. Mr. 
Showalter came to the Elgin Co. about 
10 years ago and had recently resigned 
to accept an engineering post with the 
Civil Aeronautics Authority. 

About 30 members of the Chicago 
Horological Guild met in the Pittsfield 
Building the night of Nov. 3. President 
R. G. Selke presided. R. C. Bradbury, 
of the Carborundum Company, talked on 
abrasives. The question of affiliating 
with the United Horological Association 
of America was deferred. 

The second club night of the Jewelers 
Club of Chicago, Nov. 6, under the di- 
rection of Maury (Mickey Mouse) Gold, 
of Marathon Co., featured Emil Von der 
Height, for many years associated with 
S. Buchsbaum & Co., who demonstrated 
his sleight-of-hand dexterity. The rest 
of the evening was devoted to games. 

The Chicago Jewelers Half Century 
Club added another worthy member in 
October, when the name of Morris Wal- 
ter Silverburg was enrolled. Mr. Silver- 
burg should have been a charter member, 
but the length of his service in the trade 
was learned only when he completed 50 
years with Stein & Ellbogen Co.. Oct. 15. 

Ernest G. Bager, 69, who had been as- 
sociated with J. Milhening, Inc., Chicago 
manufacturers, for 35 vears, died Oct. 11 
He was vice-presi- 


dent and factory superintendent. Mr. 
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Bager was born in Sweden, where he 
learned the art of working in precious 
metals. He was active in the affairs of 
the Illinois Manufacturing Jewelers’ As- 
sociation. His widow and two daughters 
survive. 

On the night of Nov. 6 the West Side 
Retail Jewelers Association held a busi- 
ness and social session, with 30 present, 
After the installation of the new off- 
cers, talks were made by the officers and 
visitors. Officers are: President, A. M. 
Grefenson; vice-president, Roy A. Drex- 
ler; treasurer, James Kuba; secretary, 
F. W. Doudera; executive board, Otto 
Nerad; chairmen, Elliott J. Beller, BR, 
R. Miller, Maurice Goldblatt and Fred 
Kettenhofen. 

President H. Paul Juergens_intro- 
duced a new feature at the November 
meeting of the Metropolitan Chicago 
chapter of the American Gem Society. 
He designated the feature as “Gemfor- 
mation.” The 30 members present were 
divided into two sections and Mr. Juer- 
gens assumed the role of “Dr. Quiz.” 
Such questions as define almandine, 
amorphous—explain the difference be- 
tween dispersion and play of color—give 
color and mineral variety of jacinth, etc., 
were given alternately to the groups. Oa 
this occasion both sides rated 100 per 
cent and Mr. Juergens is preparing some 
posers for the next meeting. The re- 
mainder of the evening was devoted to 
the study of yellow and brown stones. 








C. J. A. Banquet Jan. 16 


Cuicaco—The final Chicago Jewelers 
Association luncheon of the year, held 
Nov. 16 in the Sherman Hotel, was the 
largest attended of any this year. John 
T. Montgomery, M. A. Mead & Co., pro- 
vided a special attraction in Eugene Col- 
lender, expert safe-cracker and ex-con- 
vict, now in service with a parole board. 
He told at length of his career and gave 
many suggestions which should be help- 
ful in preventing crime in the trade. 

President M. J. Kelly announced that 
the jewelry trade had again exceeded its 
quota for the community fund and bet- 
tered last year by $500. Secretary Louis 
Goldman read a letter from a prominent 
educator downstate who stated that 
many cars in southern Illinois had stick- 
ers reading “Waltham Watches” and the 
general impression was that this was a 
pass word or code of radicals. He asked 
for explanation. Mr. Goldman assured 
him it was only a form of advertising. 

Charlie Brown, chairman of the Social 
Relations Committee, announced that the 
annual banquet will be held Jan. 16 in 
the Gold Coast Room of the Drake 
Hotel and every feature will require su- 
perlatives to properly describe. 

Speidel Corp., Providence, represented 
here by Percy Marshall, Paul H. Sam- 
uels, Inc., and Lossan & Kraemer, were 
elected to membership. 











CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 

Best Workmanship at Lowest Prices 
Prompt Service 

5 South Wabash Ave. Chicago. Ill. ' 
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HE accompanying map shows in per cent how independent jewelry store sales during October 1939 
Tassend with business in October 1938. On the basis of reports from 887 stores in 32 states, the 
amount of business done in October 1939 was 14.5 per cent greater than that of October 1938, and 
3 per cent greater than that of October 1937. There was an increase of |.9 per cent in jewelry sales 
between September and October 1939. 

THE JEWELERS' CIRCULAR-KEYSTONE's Index of Retail Jewelry Sales now stands at 130.3, com- 
pared wiih 115 for October 1933 and 125.8 for October 1937. October was the second consecutive 
month to better the comparativ> month of two years ago as well as last year. 

Connecticut, Maine, Rhode Is'and and Michigon figure in the total for the first time, because the 
Current Statistical Service of the Bureau of the Census has now extended its sales reporting services 
to those states. 
"sample" of reporting jewelry sores, and operations in five other states are not disclosed because of 
an insufficient number of repor'is. 

South Carolina, Oregon, Washington, Massachusetts, Ohio, Pennsylvania and New Mexico registered 
jewelry sales gains of more than 20 per cent over October 1938. Other highly satisfactory gains, of 
10 to 20 per cent, were typical for jewelry stores in Indiana, Nebraska, Illinois, Missouri, Connecticut 
and Georgia. 

October retail jewelry sales in the following cities are shown in comparison with the same month of 
1938: Chicago, plus 22.8; Los Angeles, minus 2.3; Portland, Ore., plus 35.3; St. Louis, plus 14.7; San 
Francisco, plus 16.5, and Seattle, plus 19.1. 

The data upon which this review is based have been compiled by the Current Statistical Service 
of the Bureau of the Census, Washington, D. C. The combined volume of the reporting stores was 
$3,082,017 for October 1939; $2,692,217 for October 1938, and $3,023,367 for September 1939. 
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The tiny “Elson” has 17 jewels with a 
10K gold-filled case. The versatile “Sag- 
amore” is similarly jeweled and cased, 
and the thin “Patten” has 17 jewels and 
14K gold case. 


Three Waltham Watches Get | 
Associated Industries’ Rewards | 


Watrnam, Mass.—Three merit awards 
for “outstanding achievement in re- 
search, craftsmanship and consumer sat- 
isfaction” have been made to the Wal- 
tham Watch Co. by the Associated In- 
dustries of Massachusetts. 

Official recognition of merit was be- 
stowed upon the Waltham Premier “El- 
son,” said to be the thinnest and smallest 
women’s round watch ever made in 
America ; “Sagamore,” new tear drop | 
design that can be worn three ways; | 
and “Patten,” said to he the thinnest 
men’s wrist watch of its size ever made 
in this country. 


Golden Orchids for Armstrong's 


Hammonp, Inv.— This city’s oldest 
jewelry firm, Armstrong’s, 5142 Homan 
St., celebrated its golden anniversary on 
Nov. 11. Irving Chayken, present owner, 
acquired the business from James Arm- 
strong, who retired from business about 
12 years ago. The business was started 
by the Laederach brothers, who oper- 
ated it for 25 years. 
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However, Connccticut is the only one of this group of states to have a satisfactory | 
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WHERE TO BUY 








4614YJ—I14K. Yel. beats ry Yel. 
e - e - 
4615PJ—10% Ir. Plat. 4615'/2PS—10% Ir. Plat. 
$23.50 Net $24.50 


e ° 
1/5 to 5/8 Ct. 
LET US MOUNT YOUR DIAMOND 
In this beautiful Mtg.—Wed. Ring 
matches the Mtg. 
DIAMOND SETTING 
ORDER AND JEWELRY REPAIRING 
DDING RINGS AND MOUNTINGS 
QUAST & OLSEN 
5 So. Wabash Ave., Chicago, Ill. 


SPECIAL 
WE 








MOUNTINGS YOU CAN SELL 


Special orders for one or lots 
Diamond Setting and Jewelry Work 
Service for Retailers and Jobbers 
Submtt us your designs and samples for Special Prices 
The CLYDE STONE CO., MFG. JEWELERS 
University Bidg., Denver, Colo. 











WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 








McRAE & SHAW 


168 N. Michigan Ave., Chicago, Ill. 


Radio and Display Advertising Specialists 
Originators and Producers of 

"THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








DIAMOND SETTING 
EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 


Prices upon request 


CHICAGO DIAMOND SETTERS 
5 So. Wabash Chicago, lil. 























fpcme WATCH CO. 
S S.WABASH AVE. CHICAGOILL. f 
USED WATCH % 
mi 
MATERIALS z 
o 
7" 
USED MOVEMENTS 1 o 
Geod Condition | 
Good Dials 
0-Size Elgin, Waltham 2 = 
J, $2.00 — 15), $3.00 = 
1. $75 15d. $2.7 “ 
f 890 cS | ww eee = 
i a pen ace NEW MATERIALS 5 
18 size Htg. Elg., Wal. | Wheels, pinions, 
ty ‘oe 18, $1.25 pallet forks, etc. ® 
13, $1.25 — 153" $1.75 | £0" at! watches. 


Send sample of 





4. i5¢ — 154, $1.28 what you want! AM 
- OF ova Guaranteed! Remit 

i, a i “<r only if satisfactory. 
153, $1.25 

















GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 























GOLD and SILVER 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 

















VERNON-BENSHOFIF CO. 


933 Ridge Ave. Pittsburgh, Pa. 
























JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh, Pa. ATlantic 2336 








Tue CaBINeT Fixture Co. 


Designers and Manufacturers 
JEWELRY STORE FIXTURES 


WALL CASES - FLOOR CASES, ETC. 
Office, Factory and Display Rooms 
2027-29-31 CHATEAU STREET 
N. S., PITTSBURGH, PA. 


F. A. NOLL, Pres. Cedar 3859 
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William Teper, Washington, Pa., re- 
cently remodeled his store. 

S. H. De Roy & Co. have recently re- 
modeled their McKeesport store. 

Helfer’s, Liberty Ave. credit jewelers, 
recently erected a new neon sign. 

Phillip Mallin, North Side jeweler, has 
opened a new store in McKeesport, Pa. 

J. T. Montgomery, president of M. A. 
Mead & Co., Chicago, was a_ recent 
visitor. 

Nathan A. Potosky, McKeesport re- 
tailer, recently enlarged and remodeled 
his store. 

Phil Krayson has opened an electrical 
store opposite his jewelry store on East 
Ohio St., on the North Side. 

The Buhl Optical Co., this city, have 
opened jewelry departments in a number 
of their stores throughout the country. 

Morris Braun, Braun’s Credit Jewel- 
ers, Braddock, Pa., is conducting a sale 
preparatory to moving to a new location. 

Floyd Cross, advertising manager for 
William J. Kappel Co., of this city, was 
married recently to Miss Marie Schmitt. 

Franklin Huber of Grau & Huber, 
Clark Bldg., recently underwent a throat 
operation in the Allegheny General 
Hospital. 

Mr. and Mrs. Gus Bastheim have re- 
turned from a short trip to New York 
during which time they took in the lead- 
ing shows. 

Paul S. Hardy, 


president of the 


‘Hardy & Hayes Company, Wood St. 


and Oliver Ave., has recovered from a 
recent illness. 

J. Loughrey Roberts of John M. Rob- 
erts & Son Co. has recovered from his 
recent illness and is spending some time 
in the store each day. 

Jack Shaw, formerly with Rogers 
Jewelry Store, Wheeling, W. Va., has 
opened a new store under the name of 
Shaws Credit Jewelers in Weirton, 
W. Va. 

V. W. Kraus, for many years associ- 
ated with John M. Roberts & Son Co., 
has opened a jewelry business for him- 
self at 1816 Carson St., South Side, 
Pittsburgh. 

Members of the Retail Jewelers’ Asso- 
ciation of Western Pennsylvania, meet- 
ing in the Hotel Roosevelt, Pittsburgh, 
Nov. 16, discussed holiday advertising 
and spot radio announcements on Pitts- 
burgh stations, for which the association 
has a fund. 

M. A. Mead & Co., Clark Bldg., fol- 
lowing their usual custom, will serve a 
turkey lunch to all of their customers 
who call on Sunday, Dec. 17, to make 








THE SAMUEL WEINHAUS COMPANY 


DISTRIBUTORS OF 
AMERICAN WATCHES OF MERIT 





LORD ELGIN * 
* LADY ELGIN 


WALTHAM 


PREMIER 





DIAMONDS—JEWELRY—SILVERWARE—CLOCKS—DRESSERWARE 





720-722 PENN AVENUE 


PITTSBURGH, PENNA. 
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last-minute purchases. Herman Auer- 
bach, genial manager for the firm has 
also extended the invitation to all men- 
bers of the trade who happen to be in 
the city at the time. Meals will be served 
in the adjoining Warner’s Club. 

Wholesale jewelry houses in Pitts. 
burgh were swamped with out-of-town 
retailers late in November making last- 
minute purchases for what many believe 
will be the biggest holiday trade jn 
years. Among the scores of out-of-town 
buyers were Max Zeidman and Sam 
Posin of Wheeling, W. Va.; J. C. Me- 
Kelvey and Ben Pinsky, Bellaire, Ohio; 
Saul Reiser, Akron, Ohio; Bernard 
Posner, Connellsville, Pa.; Abe Leven- 
son, Charleroi, Pa.; W. N. Johnston, 
Farrel, Pa.; C. L. Shopene, Titusville, 
Pa., and Jack Kimple, Elwood City, Pa, 

Members of the firm and employees of 
the Samuel Weinhaus Co., Penn Ave, 
wholesalers, recently tendered a testimo- 
nial dinner to Kenneth Baker, district 
representative of Oneida Community 
Ltd., who has been promoted and trans- 
ferred to Seattle, Wash., where he will 
look after the firm’s interest in the Pa- 
cific Northwest. The affair, held at the 
Roosevelt Hotel, was attended by 35 em- 
ployees and guests. They presented him 
with a_ beautiful wrist watch. Mr. 
Woods, Kansas City representative of 
Oneida, is being placed in charge of the 
Pittsburgh territory. Mr. Baker came 
to Pittsburgh from Texas in 1932, where 
he had served Oneida for many years. 
“Ken” is extremely popular and well 
liked by the trade, and carries best 
wishes with him. 


Longines Again Times Byrd Trip 


As the motorship North Star sailed 
out of Boston last month on her 12,000- 
mile journey to the icy shore of the 
southernmost continent, it was disclosed 
that Longines watches will once more 
time and navigate an Antarctic expedi- 
tion led by Rear Admiral Richard E. 
Byrd. 

The explorer’s dog-teams, planes, giant 
snow-cruiser, specially designed for use 
in Antarctica’s ice and snow, radio and 
Army tanks will be timed by Longines. 

In Admiral Byrd’s two former expe- 
ditions, dog sleds carried chronometers 
as a safety measure and all the aerial 
photography over the South Pole and 
other mapping flights carried timepieces 
for scientific observations peculiar to 
polar exploration. 





Stout Has Silver Year 


Sprincrietp, Ici.—Harry E. Stout, 
jeweler at 315 S. Fifth St., celebrated 
his 25th anniversary in business on Nov. 
7. When he started his first store he had 
only one employee, a boy. He now has 
seven employees, three of whom have 
been with him for 18 years or more. 














JEWELRY REPAIRING 
DIAMOND SETTING @ ENGRAVING 


Prompt Service and Careful 
Attention Given to All Work. 


DOERNBERGER and MUCK 


406 Pittsburgh Life Bidg., Pittsburgh, Pa. 
TELEPHONE: AT. 7848 
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“Century on Chestnut a 
Tells the Centennial Story of 
J. E. Caldwell & Co., Philadelphia 


PHILADELPHIA—J. E. Caldwell & Co., 
one of the nation’s oldest and most 
widely known retail jewelers, last month 
celebrated completion of 100 years of 
existence. : . 

Golden anniversary cards appropri- 
ately inscribed were displayed in each 
of the firm’s windows at its store on 
Chestnut and Juniper Sts. and 40,000 
copies of an anniversary booklet, “A 
Century on Chestnut Street,” were 
mailed to customers. 

Special newspaper advertisements 
called the attention of the public to the 
Caldwell centennial and patrons were in- 
yvited to honor the firm by paying a visit 
to the establishment. 

Now employing some 50 salesmen, 
more than 200 artisans, clerks and exec- 
utives, the firm was founded in 1839 by 
James Emott Caldwell, a watchmaker, 
who opened a small store on Chestnut 
St. near Second. 

In the full century intervening, the 
Caldwell company has remained on 
Chestnut St., moving westward toward 
its present location as business condi- 
tions changed. 

The store remained at its first location 
until 1844 when better quarters were ob- 
tained at 140 Chestnut St. A move of 
major importance was made in 1858 to 
822 Chestnut St., now part of the pres- 
ent site of the Benjamin Franklin Hotel. 
From 1868 to 1916 the store was located 
at 902 Chestnut St. and in the latter year 
the company moved to the then newly- 
built building which is its present home. 

The present plant includes an area of 
more than 27.000 square feet. 

The line of Caldwells directly inter- 
ested in the business includes four 
generations—James Emott Caldwell, 
founder; J. Albert Caldwell, a son; 
James Emott Caldwell, grandson; James 
Emott Caldwell, Jr., and J. Morton 
Caldwell, great-grandsons, who repre- 
sent the present generation. 





Newly Formed Philadelphia RJA 
Seeks 100 Jeweler Members 
By Dec. 1; Officers Are Elected 


PuiLapeLpH1a—Seeking to combat the 
twin evils of catalog house and sub-job- 
ber selling, a group of Philadelphia 
Jewelers last month organized the Phila- 
delphia Retail Jewelers’ Association, the 
first such retail society in the trade in 
this city for many years. 

Ralph Huberman, of Huberman’s 
Credit Jewelers, 109 S. 11th St. was 
elected president Nov. 9. Louis J. Jag- 
ielky, 1039 Walnut St., was chosen first 
vice-president; Isaac Lean, of Lean & 
Jones, 6 N. 18th St., was named second 
vice-president; A. Lester Sauter, of 2713 
W. Girard Ave., was selected as trea- 
surer, and Philip Kind, Jr., of S. Kind & 
Sons, Chestnut St. at ‘Broad, was made 
secretary. 

A petition for a charter was to be sent 











CELLULOID 
PRICING SYSTEMS 


60 holders, any color, size 2 x 1% inch, and 700 
numerals. $5.95 special X-Mas offer. 


HENRY DAPPRICH MFG. CO. 
2615 Ivyglem Street, Pittsburgh 10, Pa. 
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to Harrisburg late last month and an- 
other meeting was scheduled for Nov. 21 
at the Sylvania Hotel. 

All jewelers in the retail trade in 
Philadelphia are invited to join the so- 
ciety for mutual assistance in improving 
their own business through elimination 
of unfair competition, Mr. Huberman 
announced. Original membership of the 
group was placed at 40 by association of- 
ficers, who expressed confidence that 
more than 100 city retailers would have 
joined by December. 


Handbook on Refining Wastes, 
By C. M. Hoke, Is on the Press 


Since 1912 the Jewelers Technical Ad- 
vice Co. has instructed, both personally 
and by mail, hundreds of precious metal 
workers in the arts of recovering their 
gold, silver, platinum, palladium and 
iridium. 

Now C. M. Hoke, consulting chemist, 
has compiled all of this information in a 
book, “Refining Precious Metal Wastes,” 
which tells how to recover and purify the 
precious metals from filings, clippings, 
old jewelry, buttons, sprues, turnings, 
and the like, high-karat golds, goods con- 
taining soft solder, rolled, filled and 
plated goods, sterling and plated silver, 
and gold platinum combinations. 

The first part of the book tells the 
beginner how to refine his own materials; 
which materials he may profitably refine, 
which to sell, and which, if any, to throw 
away. The latter part of the book, for 
the experienced worker, discusses proc- 
esses used in the large professional re- 
fineries. The appendix lists books, deal- 
ers, laws, regulations and sources of 
information. 

“Refining Precious Metal Wastes” will 
be published by the Metallurgical Pub- 
lishing Co., 123 William St., New York, 
in January, at $5. Prepublication price 
is $4. 


Kansas Horologists Map Plans 
For Licensing at One-Day Confab 


Wicuira Kan.—State Senator Ernest 
Pihlblad, president of Bethany College, 
suggested practical ways and means to 
obtain legislation licensing Kansas watch- 
makers, at a recent one-day convention 
of the Kansas State Horological Asso- 
ciation. 

The convention, the first held by the 
strong, new organization, reelected the 
following: P. E. Loomis, Newton, presi- 
dent; W. A. Nelson, Salina, vice-presi- 
dent; D. A. Wells, Hutchinson, secre- 
tary; H. D. Howard, Wichita, treasurer, 
and Leslie Branson, Wichita, national 
trustee. The 1940 convention will be held 
here. 

R. C. Hoppe, Elgin watch research en- 
gineer, demonstrated the new optical 
equipment that is being used in the El- 
gin factory. Sydney W. Prague, sales 
manager for C. & E. Marshall Co., Chi- 
cago, talked on profitable methods for 
the repair department. Jack Keenan of 
Hamilton Watch Co. spoke on changes 
in manufacturing methods. 

Z. J. Hamm of Wichita, convention 
chairman, was toastmaster at the ban- 
quet, after which William Wertz, Wich- 
ita lawer who was stranded in Europe 
when war broke out, advocated repeal of 
the Neutrality Act. 

New guilds will be organized soon in 
various places. 
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29TH 
ANNIVERSARY 


25 years of service to jewelers 
25 years of savings to jewelers 
25 years of safety to jewelers 


SPELLS 


25 years of satisfaction to our 
thousands of policyholders 
throughout the United States 
and Alaska. 


If you are not yet one of our 
policyholders, in justice to 
yourself, you should inquire 
about our plan of operation 
and savings. 


=m UF 


E WEL 
MUA 


FIRE 


JEWELERS INSURANCE BUILD 
NEENAH; $1 














@ Lunching, dining or 
staying at the Bellevue 
is to see the real 
Philadelphia. Famous 
people and important 
events just naturally 
gravitate to the re- 
nowned hotel. You will 
enjoy its superb service 


and moderate prices. 


BELLEVUE 
STRATFORD 


CLAUDE H. BENNETT 
General Manager 


IN PHILADELPHIA 














AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 


VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 








DIAMOND-CUTTING 


expert work... fast service 


$ 9.00 per carat 
. 10.00 per carat 
11.00 per carat 
12.00 per carat 
14.00 per carat 
16.00 per carat 
18.00 per carat 
26.00 per carat 


LITWIN & SONS 


114 West 6th Street, Cincinnati, Ohio 


2 carat 
sim or- ar b 4 
7, carat 
34 carat 
Se carat 
> Carat 

}3 carat 
carat 








Diamond Rings - =~ =Specializing in 
Diamond Rings 
you can sell. 


= «= «= » = «Largest assort- 
ment and lat- 
est styles. 


Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 


Jewelry 








FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 
*x ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also ali well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 











SPECIAL BOXED JEWELRY 


MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 
THE D. JACOBS SONS CO. 


811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 years. 











ay Diamond Mountings 
and Wedding Rings 


Special order designs on request. 





The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 


Workers in precious metals. 
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Maurice Gerwe has moved into a resi- 
dence he built in Hyde Park. 

Norbert Meehan of D. Jacobs Sons 
Co., 811 Race St., has recovered from a 
recent illness. 

Robert Herzog, Elmer T. Herzog, 
Covington, Ky., is active once more after 
a major operation. 

A negro has been indicted for hold- 
ing up Fay Farrar, jewelry salesman, 
and taking watches valued at $700, rings 
worth $200 and $90 in cash. 

Carl Beck, partner of Beck & Dolf, 
2851 Colerain Ave., gave a party for 
three town criers, Reed Botts, Charlie 
Hummel and Eddy Wubbolding. 

“Von’s Jewelers” are running second 
in the Walnut Hills Bowling League. 
The team is captained by Henry Von 
Unruh, A.N.R.J.A. vice-president. 

Eddy Eckerle, 6104 Vine St., took a 
pre-holiday trip to Chicago. Julius 
Hackman, with Henry Korf in the 
Schmidt Building, vacationed in Florida. 

John Behr, who formerly operated a 
jewelry store on upper Vine St., has en- 
tered into a partnership with Edward 
Flaspohler, with offices in the Glenn 
Building under the name of Behr & 
Flaspohler. 

Leonard Schmidt, jeweler, is thor- 
oughly established in his store at 323 
Ludlow Ave. His business was at 818 
Main St. on the fringe of the downtown 
district but he decided to move into the 
suburban area. 

The marriage of Miss Suzanne Gruen, 
daughter of Mr. and Mrs. Frederick G. 
Gruen, to Dr. J. James Longacre, IV, 
of Allentown, Pa., was held at the Mt. 
Auburn Presbyterian Church. The father 
of the bride is a member of the board 
of the Gruen Watch Co. 


Several deaths recently occurred in 
jewelry circles in this city—Mrs. Anna 
M. Eick, 76, widow of Nicholas Eick, 
former jeweler; Frank B. Decker, 
father of Walter Decker, with W. J. 
Barker, jeweler on Main St., and Mrs. 
A. Benziger, mother of Jacob Benziger, 
Pleasant Ridge jeweler. Mr. Decker, 85, 
had been a watchmaker. 


The newest jewelry venture in the 
downtown district, Dodd Credit Jewelers, 
opened Nov. 10 at Sixth and Vine Sts., 
in the Palace Hotel building. The firm 
consists of M. Dauber, president, for- 
merly with the Jacobs store here, and 
I. W. Engel, secretary-treasurer. Cases, 
paneling, indentures in wall cases and 
furnishings are finished in bleached black 
American walnut. Lighting is of the 
fluorescent type. The store was entirely 
rebuilt and the work accomplished in 
record time as craftsmen worked night 
as well as day. 

Charles E. Richter, jeweler at Sixth 
and Main Sts., studies police work as a 
hobby. Turning detective in earnest last 
month, he tipped police off to the opera- 
tions of a couple of check-passers who 
had swindled other Cincinnati merchants 
out of a clock, camera, fountain pen set, 
rifle and topcoat. Hundreds of blank 
checks on fake corporations, a check- 
writing machine, letterheads designed to 
show that the checks came from estab- 
lished houses, and bank books showing 
small deposits were found in the swin- 
dlers’ quarters. 
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GRUEN EXECUTIVES HONORED—As an expres. 
sion of admiration and appreciation, Gruen 
Watch Co. salesmen recently presented Benjamin 
S. Katz, president, and Teviah Sachs, vice-presi. 
dent, with a bronze plaque on which profile 
likenesses of Mr. Katz and Mr. Sachs are mod- 
eled in bas-relief. Beneath the medallion is the 
dedication signed by the Gruen sales force. i+ 
reads: "'To Benjamin S. Katz and Teviah Sachs, 
whose able achievements, guidance, understand. 
ing and friendship have been a constant and 
vital inspiration to all of us.'' The plaque came 
as a surprise to Mr. Katz and Mr. Sachs. It wos 
first known to them at the sales convention ban- 
quet last July when Aaron Thorne, western sales 
manager, stated that this idea of the plaque 
represented the feelings of the sales force, and 
it was their intention to have the model plaque 
cast in bronze and hung in the main lobby of 
the Gruen factory, Time Hill, Cincinnati. The 
plaque, just completed and hung, is the work of 
Robert Kearfott, well known for his bronze por- 
traits of children and his bas-relief portrait of 
President Roosevelt that was used by the Demo- 
cratic National Committee in the 1936 Presiden- 
tial Campaign. 








Deutsch's Have Golden Wedding 


CieveLaAnp, O.— Rudolph Deutsch, 
founder of the local jewelry store which 
bears his name, and Mrs. Deutsch were 
surrounded by relatives and friends, on 
Oct. 20, at a golden wedding anniver- 
sary celebration. The Deutsches were 
married in New York City, two years 
after Mr. Deutsch, as a lad of 18, came 
from Vienna to seek his fortune in 
America. Soon afterwards they came to 
Cleveland, He founded his business 36 
years ago. The Deutsch home is at 12871 
Cedar Rd., Cleveland Heights. 





Sauer Ups Space, Payroll 


Crncinnati—An increase in the pro- 
duction of their Kon-Ite and tubular 
watch straps was reported by Albert 
Sauer, president of A. Sauer & Co., hold- 
ers of patents on these articles. Mr. 
Sauer said contracts obtained early in 
November assured a full schedule for the 
factory through the first quarter of next 
year. It was also responsible for the tak- 
ing over of additional space on the top 
floor of the Glenn Building and further 
to increase the working force as much 
as 10 per cent. 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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J. R. Palmer, jeweler of Revere, spent 
several days in the Providence factories. 

E. B. Horn Co., retail jewelers, 429 
Washington St., are looking forward to 
their 100th Christmas season. 

Miss Jean Bagshaw, buyer of the Bon 
Marche, Lowell, Mass., called on the 
wholesalers early in the month. 

Mr. and Mrs. P. H. Safford, Roches- 
ter, N. H., were among the jewelers from 
New Hampshire renewing lines, here in 
November. 

Boston wholesalers state a decided de- 
mand for better grade of costume jew- 
elry by the retail trade. Jewelry for 
men is also in demand. 

Orian Archambaut, jeweler of Woon- 
socket, R. I., looked over the wholesalers’ 
lines early in the month and his bride 
who accompanied him was keenly in- 
terested. 

Paul A. McLeod, jeweler of Haver- 
hill, parked his car containing watches 
and diamonds, valued at $700, while vis- 
iting in Newburyport and both car and 
samples were stolen. 

David F. O’Brien, inspector of dia- 
monds, for 35 years at the U. S. Custom 
House, and widely known by New 
England jewelers, died at his home in 
Somerville, Mass., Nov. 15. 

Harry Wright, jeweler, of Worcester, 
was a November visitor here. Some 
years ago he started to raise pheasants 
and today his birds are eagerly sought 


by game associations throughout the 
country. 

Mr. and Mrs. F. E. Bray, of Man- 
chester, Conn., retail jewelers, visited 


wholesalers here selecting new lines; and 
soon the news spread that they were 
also celebrating their 18th wedding an- 
niversary. 

Gordon Bros., jewelers at 18 Province 
St. have made extensive alterations in 


their showrooms. By enlarging their 
silver salon and installing distinctive 


lighting, they have made a most attrac- 
tive shop. 

Seth F. Low, 72, for 25 years presi- 
dent of Daniel Low & Co., Salem, Mass., 
jewelers, died Nov 11. He designed a 
Salem witch spoon, which, backed by 
national advertising, developed into a 
large business of souvenir spoons and 
other novelties. 

The Boston Guild of the U. H. A. 
held a social session on Nov. 8. Several 
reels pertaining to the watch industry 
were shown. President William Kenyon 
presided, and club activities were dis- 
cussed by Col. W. H. Bright and Wil- 
liam P, Fillebrown. 

Remond J. Murphy, of Harkins- 
Murphy Co., material dealers at 373 
Washington St., died Oct. 29, from heart 
attack. He was associated for the last 
25 years with the present firm. For over 
40 years “Ted” had been a familiar fig- 
ure in the jewelry business of greater 
Boston. 

Col. S. O. Bigney, Attleboro, Mass., 
was elected president of the Councillors 
Club of Massachusetts, at the 32nd an- 
nual meeting of the organization at the 
Parker House. Goy. Saltonstall and 
former Gov. Hurley were guests at the 
luncheon attended by 35 members. The 
membership is limited to former and 
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present executive councillors and former 
tieutenant-governors. 

Massachusetts jewelers will be bene- 
fited, early in December, when $14,525,- 
000 in Christmas Club Checks are mailed, 
through the state to 353,961 members; 
$1,400,769 more than last year. In the 
Boston shopping district 210,181 deposi- 
tors saved $9,021,708. Worcester was 
second with $762,000; Springfield, $502,- 
000; Lawrence, $439,500; Lowell, $376,- 
000; New Bedford, $350,000; Brockton, 
$400,733; Pittsfield, $255,000 and Fall 
River, $181,500. 

Guglielmo Cini, jeweler at 308 Boyls- 
ton St., on the second floor, was robbed 
on November 23. ‘The thieves forced 
the door of the shop, cracked open the 
safe and took diamonds and jewelry said 
to be valued upwards of $20,000. ‘The 
upper section of the safe was forced 
open while the lower section which con- 
tained less valuable goods was not dis- 
turbed which leads the police to believe 
that the thieves were familiar with the 
operation of the establishment. 

Boston Jewelers Bowling League, 
after a two-year lapse, renewed the un- 
finished contest for the silver bowl with 
the Waltham Watch Factory league, on 
Nov. 10. The watch co. leaguers were 
the hosts with President Hopkins acting 
as toastmaster at a dinner, welcoming 
President George Fletcher, of the jewel- 
ers league and his championship team, 
together with loyal rooters. This 
contest was the fourth in the series of 
five matches. The final result will be 
decided by the total pin fall. The games 
to date stand two wins for each league, 
with pin fall so close, that the deciding 
match to be played at Boston, in Jan- 
uary, will settle the ownership of the 
trophy. The watch factory league has 
12 teams and the jewelers’ ten teams, 
representing the wholesale and retailers 
of Boston. 

Boston Jewelers Club’s annual meet- 
ing was held on Nov. 10 at the Parker 
House and was well attended. During 
the social hour there was a general re- 
view of the 1939 club activities. After 
the report of the secretary and trea- 
surer, Albert R. Kerr, the following 
were reelected to office: Henry R. Arn- 
old, 373 Washington St., president; 
Arthur M. Horne, of Shreve, Crump & 
Low Co., vice-president, and Albert R. 
Kerr, secretary and treasurer. The direc- 
tors elected are: William L. Stone, Gor- 
hain Manufacturing Co., Providence; 
John S. Kennard, Hodgson, Kennard 
Co.; L. F. Percival, Jr., of D. C. Percival 
Co.; L. Blaine Libbey, Milford; Carl F. 
Lawton, E. H. Saxton Co., and J. Gould 
Cook, A. Stowell Co. Club functions 
during the year had record breaking 
attendances. The annual banquet will 
be held on Feb. 10, at the Copley Plaza. 
Banquet committees are: Dinner, Messrs. 
Kerr, Lawton, Libbey and Horne; En- 
tertainment, Messrs. Kennard, Lawton 
and Cook. The reception committee is 
headed by Howard Martin. 


25 


Study Conn. License Law 

Wartersury, Conn.—Discussion of the 
proposed watchmaker licensing bill fea- 
tured’ a meeting of the Connecticut 
Horological Association Nov. 18. 
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California Convention Feb. 26-29 


San Dieco, Car.—The $35,000 jeweled 
key which was symbolically used to open 
the Golden Gate International Exposi- 
tion will become the property of some 
lucky jeweler at the annual convention 
of the California R.J.A., which will be 
held at the Hotel U. S. Grant, here, 
from Feb. 26 to 29. Besides the gems 
in the key there is approximately $775 
worth of gold. 

Gemological and horological interests 
will be features of the conclave. J. W. 
Ware, of this city, was named chairman 
of a committee to arrange an exhibit of 
interest to gemologists. The California 
Horological Association has been invited 
to meet, here, at the same time. 

Plans for the convention were made at 
a meeting held here on Oct. 27, attended 
by the following officers and directors: 
George Finley, first vice-president; P. H. 
Boyson, third vice-president; J. M. Mc- 
Auliffe, Los Angeles; H. E. Wellman, 
Alhambra; J. W. Ware, San Diego; 
William Stedman, Fullerton; C. L. Run- 
yon, Huntington Park, and A. H. Dib- 
bern, Glendale. 


Minnesota Watchmakers Elect 


Sr. Paut, Minn.—Plans for intensifi- 
cation of its legislative program were 
furthered at the second annual meeting 
of the Minnesota Master Watchmakers’ 
Association, held here Nov. 5, with over 
85 in attendance. 

Elected were: W. W. Luce, Duluth, 
president; J. L. Sorensen, Minneapolis, 
vice-president; Carl Berge, Tracy, trea- 
surer; C. W. Gaskell, St. Paul, secre- 
tary; R. Schenk, Duluth, national trus- 
tee, and H. Witte, St. Paul; A. Peter- 
son, Windom; O. M. Hopper, Duluth, 
and L. Dewey, Minneapolis, directors. 
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(Kerat Gold on Sterling) 
ond STERLING SILVER 
REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS. 
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“BABY SHOES IN BRONZE” 
The Hollywood Way 


Finest work, lowest prices in gold, silver, bronze 
metalizing. 
Send for price list. 
E. A. CUSHING 
917 Cole Ave., Hollywood, Calif. 

















Where to Buy 
IMPORTED 
China and Glass 


Wadeeweil Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDG WOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made.English Crystal 


IRISH BELLEEK 
The original production 




















WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 
FINE CHINA 


Fnerrooe, 


Famous the World Over 


Available from New York Stocks 


ROSENTHAL CHINA CORP., 149 5th Ave., New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Ine. 
Importers, 105-107 Fifth Ave., New York 


ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 

WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE 2:3) W534: 


NEW YORK, N. Y. 


SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Ine. 
$8 W. 2hrd St. vew Vork. NV. Y. 


W. E. LINDEMANN 


GLASS 




















CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 
THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND @& CO., Ine. 
26 W. 28rd St. New York 




















NEW RETAIL JEWELRY ENTERPRISES 
(From page 71) 
Nelson’s Credit Jewelers, 305 S. Roan St., John- 


son City, Tenn. 


Harold L. Peach, 212 S. Main St., 


mn. %. 
Miles E. Pooler, 9 Main St., Wolcott, N. Y. 


New York Jewelry House, New Iberia, La. ...... 
Canandaigua, 


000 0 Meee 


....-Nov. 11S. E. Nelson 


Nov. 1 


Nov. 11Harold L. Peach 
18 Miles E. Pooler 


Ray’s, 111 E. Commerce St., Bridgeton, N. J.....Sept. 29L. Morton 


Herbert M. Richmond, Bloomfield, Ind. .......... Nov. 
Terre 


E. J. Rogers, 
Haute, Ind. 


Inc., 6th & Wabash Ave., 


4Herbert M. Richmond 
3Don Gerbase 


nomes Jewelry Store, 1553 Main St., Springfield, 
s 


ass. ....Sept. 29William Snadd 
aon ee, Inc., 3 N. Main St., Gloversville, 


Sampson & McDonald Co., 209 Post St., San Fran- 


cisco, Cal. 
Sherwood’s Jewelry, 
Brunswick, N. J. 


Inc., 


eee Arnold Sampson & Paul McDonald 
6Harry Ross 


Spalding’s, Inc., of Detroit, 240 W. Western Ave., 


Poplar 


ee ee: a rr 
Spicer-Gierke Co., 209 Massachusetts Ave., Indian- 

eS EE Sey ee err 
Stevens Jewelry Co., 103 N. Main St., 

ND Serr err rr 


Zale Jewelry Co., Houston & N. Presa St., 


Antonio, Tex. 


Walter R. Thomas, 2 Edgewood Ave., Atlanta, Ga. 
Nat Weisberg, Inc., 977 Broadway, huffalo, N. 
Wilhelm Jewelry Co., 817 Florida Ave., Tampa, Fla. 
John D. Wilson, 205 Main St., E., Rochester, N. 


ecaasy Waiter R. Thomas 
¥..Mev. 2 

ee John R. Wilhelm 
t aaa 29Jerry Wilson 

an 


.... Sept. 30Al Gartner 











In the Field of Advertising 
and Trade Promotion 


“seca 








Continuing its expansion of radio ad- 
vertising, Benrus Watch Co. has signed 
with WTIC, Hartford, Conn., 50,000 
watter, for daily announcements for the 
coming year. 

* * * 

To climax its 75th anniversary year, 
the Elgin National Watch Co. burst into 
a pair of colorful Christmas campaigns 
of advertising. Emphasis on watch styl- 
ing makes the advertisements differ from 
ads of previous years. In one campaign, 
which runs in Atlantic Monthly and Life 
Magazine in both November and Decem- 
ber issues, only Lord and Lady Elgin 
watches are featured. A football star and 
a collegiate sportswoman supply appeal. 
To readers of a larger group of national 
magazine the second campaign brings the 
regular line and 17-jewel DeLuxe models. 
Color photos of two outstanding co-eds 
grace the ads of 22,000,000 full-color 
pages. Picked to carry these messages 
for November and December are the fol- 
lowing publications: Saturday Evening 
Post, Collier’s, Ladies’ Home Journal, 
Good Housekeeping, Liberty and Esquire. 
Fll color ads will also appear during this 
campaign in American Weekly and roto 
sections of newspapers which, all told, 
will carry 19 million color messages. 
Tie-ups include a folder, mailing pieces, 
newspaper mats, bus and car cards, a 
sound movie trailer, radio announcements 
and theater slides. 

* . s 


Ingersoll-Waterbury Co., Waterbury, 
Conn., is offering for window display a 
“tree of gifts,”’ a Christmas tree cutout 
in colors, standing 18% inches high and 
displaying all the principal watches of 
the Ingersoll line. The “tree of gifts” is 
offered free while thev last to merchants 
who handle these models. 

* * a 


Checks on the listening audience on 
International Silver Co.’s “Silver Theater” 
program indicate that the public en- 
thusiastically welcomed it back to the air 
The first broadcast audience was 79.2 per 
cent greater than the first audience of the 
1938 series. This start means that there 
will probably be several million more 
Silver Theater fans in 1939 and 1940. 
Newspaper announcements run on Sun- 
day radio pages have helped stimulate 
interest in these programs, which starred 
Carole Lombard and William Powell on 
recent Sundays and will feature Ginger 
Rogers Dec. 3. Clark Gable and Barbara 
Stanwyck will appear later this month. 
The Silver Theater is currently promoting 
the new 1847 Rogers Bros. pattern, 
Adoration. a: aia 


“Marcasite plus sterling silver plus 
rhodivrm finish equals perfect marcasite 
jewelry,” keynote Kilmer & Daniel, Inc., 
83 Canal St., New York, in their new 
catalog of marcasite lockets, miraculous 
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medals, crosses, pins, stars and tie 
holders. The lockets retail at from $3.70 
to $9; medals and crosses from $1.20 to 
$3.50; pins from $5 to $36; stars from 
$1 to $4 and tie holders, from $1.50 to $6, 
ca * 7” 

_ Results from the Christmas and “Trade. 
in’ advertising campaigns, conducted dur- 
ing the past three months by Shick Dry 
Shaver, Inc., indicate a sale of more than 
200,000 Schick dry shavers the company 
says. The two campaigns, running from 
Sept. 15 to Dec. 15, costing $350,000 for 
advertising brought Schick advertising 
expenditures up to $2,000,000 for the 
period 1934-1939. The drive centered 
around a new device called the “Whisk- 
it’ which became a part of all new Schick 
models for catching whisker clippings 
and stressed the fact that shaving need 
no longer be confined to the bathroom but 
can be done without muss or fuss wher- 
ever an electric outlet is available. 





Correction 


A typographical error occurred in the 
advertisement of Henry Sochard, Inc. 
110 W. 40th St., New York, published 
on page 83 of this journal’s November 
issue. The error made it appear that a 
zipper case model of the No. 751 travel- 
ing clock, fitted with 30-hour time or 8- 
day Swiss movement, retails at $5. The 
advertisement should have stated that 
the new No. 751 travel alarm clock, as 
pictured in the ad, in a zipper case re- 
tails at $5. 





——- 










Where to Buy 
DOMESTIC 
China and Glass 


HAWKES CRYSTAL 
GLASSWARE 


for discriminating 


people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 
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LENOX CHINA 
SERVICE PLATES 


DINNERWARE 
NOVELTIES 
L ENOX Made in America 
LENOX, INC. Trenton, N.d. 
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e M.A. Mead & Co., American watches, 
opened a new sales and distributing of- 
fice in 603 Majestic Building, 231 W. 
Wisconsin Ave., Milwaukee, Nov. 15, un- 
der the direction of Louis H. Gollberg. 
The company, which is centered at 35 E. 
Wacker Drive, Chicago, also has offices 
in Detroit and Pittsburgh. — 

@ Speaking of conditions in Southern 
California, Arthur Care, vice-president 
of E. W. Reynolds Co., Los Angeles, 
said: “Pre-Christmas business is devel- 
oping much faster than was anticipated. 
Desirable merchandise is getting short, 
with an especially big run on watches 
and silverware.” 

e A. E. Irwin, representing 1847 Roger 
Bros. division of the International Silver 
Co., Meriden, Conn., was a recent visitor 
at Grafner Bros., Pittsburgh. 

e Al Goldberg, for many years repre- 
sentative for Star Ring Co., Buffalo, on 
the Pacific Coast, and who had Chicago 
added to his territory last spring, spent 
several days with the Chicago trade last 
month en route to the factory. 

e On Oct. 15 Morris Walter Silverburg 
reached the golden anniversary of his 
association with Stein & Ellbogen Co., 
Chicago. For 50 years Mr. Silverburg 





In 5Ist year on road 


has called on retail jewelers in the Mid- 
dle West, in many cases serving several 
generations, and is still going strong. 

® Fritz Fromm, Baldwin, Miller Co., In- 
dianapolis, well known to the trade in all 
branches, suffered severe injuries the 
night of Nov. 6. While he was driving 
slowly along the highway in a fog, a 
heavy oil truck crashed into the rear of 
his car and both cars left the road, went 
over a ditch and into a field. Mr. Fromm 
will be confined to his home in a cast for 
two or three months with broken ver- 
tebrae. 

® Henry Fried, who travels in Louis- 
lana, Mississippi and other parts of the 
South for Bulova Watch Co., has just 
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made a flying trip to New York to visit 
his family. 





@ Paying his first visit to the Hamilton 
Watch Co. factory is E. W. Bailey, left, 
new member of the sales force of A. L. 
Brown, New York. Frank P. Brennett, 
right, associated with the same firm, has 
been a stellar watch salesman for years 
and years. Recently with W. A. Sheaf- 
fer Pen Co., Mr. Bailey will cover the 
metropolitan district. 

@ Manny Hochman, who covers part of 
the Middle West for Bulova, trekked 
into Manhattan the other day with his 
wife and three-year-old daughter. It was 
the little one’s first trip to New York 
and her observations should have been 
preserved for posterity! Has she ever 
considered Hollywood, Manny? 

e@ Retail and wholesale trade friends of 
Charles M. Barry, who represents EIl- 
more Silver Co., of Meriden, Conn., in 
the Central West, were happy to learn 
that “the smiling Irishman” has recov- 
ered from pneumonia contracted during 
his holiday trip. Many well-wishing let- 
ters helped him beat the germ and he is 
now completing his interrupted trip. 

@ George Walker has just been ap- 
pointed junior salesman for Interna- 
tional Research Corporation in the New 
York City territory, where he will work 
with Ed Hannig, Argus district sales 
representative. Mr. Walker has spent 
considerable time in Ann Arbor at the 
International factory studying all phases 
of producing Argus cameras, and him- 
self is an amateur photographer who 
knows the tricks of the dark room inside 
and out. 

e@ With the year drawing to a close, the 
Cincinnati Town Criers will become ac- 
tive in a political way and elect officers 
for next year. President George Emmett 
Brown will appoint a nominating com- 
mittee and the election will be held in 
January. The “gang” stepped up candi- 
dates in the line last year and likely will 
follow the same procedure this time, 
which will make L. R. “Ollie” Olsson, 
Waltham Watch Co., president. 

@ Some of the visitors to Cincinnati last 
month included: Robert O. Veit, Ralph 
Lewis, Bill Lewe, diamonds; Bill Hayes, 
Ronson Lighters; Herbert Schulz, Ralph 
Biggs & Co.; R. A. Pinkston, Knoxville; 
Fred Felger, Newark; Louis Page, Bug- 
bee & Niles Co.; George Fredenburg, 
Parker Pen Co. 

@ The frolic of the Golden Roosters, 
Chicago, the night of Nov. 16 was really 
a frolic with the largest attendance in 
the history of the organization, 110. The 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade i 
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TELL US ABOUT YOURSELF. 


Items for this page about the doings 
of jewelry men are always welcome. 
The news need not have anything to 
do with your business activities, 
though the name of your firm 
should be mentioned. If you’ve 
won a golf tournament, caught a 
big fish, taken a vacation trip, been 
married, drop us a line about it, 
and, if possible, include an infor- 
mal snapshot. 
A A 


evening began with a parade from the 
Heyworth Building through State St., 
where the eight candidates dressed and 
equipped as street cleaners tidied up 
the pavement as trash receptacles were 
dumped on the street. Before dinner 
about 25 underprivileged boys who have 
been sent to camp by the Golden Roost- 
ers gave a program of music and songs. 
Colored films of the summer party were 
shown by Charley Burley, Benj. Allen & 
Co., and Harry Lossan, Lossan & 
Kraemer. Chanticleer Allen Pinero pro- 
duced the sound effect. New Golden 
Roosters are: Hugh D. Kenney, Knapp- 
Monarch Co.; At Green, Longines Witt- 
nauer Co.; Wm. Bart, Jacoby-Bender 
Co.; Milton S. Ash, Paul Samuels, Inc.; 
S. Feldman, Turow & Feldman; Ben 
Titleman, Titleman-Danzinger; Hans J. 
Bagge and Stanley D. Anderson, J. Mil- 
hening, Ince. 

e@ Arnold Price, The Ball Co., who left 
Chicago Sept. 5 for a combined business 
and pleasure trip to the West Coast, re- 
turned Nov. 18. After finishing his trip 
with their northwestern representative 
in that territory, he drove to Southern 
California and returned via the South- 
west, visiting the trade in states through 
which he passed. 


Ex-Jeweler Hale at 104 


Cynruiana, Ky.—Charles Rieckel, re- 
tired jeweler, self-styled “nation’s oldest 
baseball fan,” observed his 104th birth- 
day Oct. 27 still grumbling at “them 
doggone Yanks who beat our Cincinnati 
Reds.” 

Rieckel said he has witnessed close to 
50 opening day games on the Cincinnati 
ball lot and is looking forward to the 
next. 

Hale and hearty, he expressed wonder 
at “why the Lord is keeping me here,” 
but suggested this may have something 
to do with his age: 

“I eat clabber three times a day and 
stewed apples three times a day. Then 
there’s walking and hunting and fishing 
—and baseball.” 


Mae Gradwohl Heads Firm 


Sr. Lovis Mo.—Mrs. Mae Gradwohl, 
widow of Isaac Gradwohl, who was sec- 
retary-treasurer of the Gradwohl Jewelry 
Co., 619 Locust, St., here, has succeeded 
to the presidency of the retail firm, hav- 
ing acquired controlling interest. Mrs. 
Gradwohl, who has been active in the 
company for 12 years, will be general 
manager. 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 


Dies and Taps for Serew-Thread Cutting 


by JOHN J. BOWMAN 


Chairman, Educational Committee, Horological Institute of America 


UCH botch work in repairing watches and clocks 
results from inability to do good screw-thread 
work, in making new screws, reducing the diameter of 
the threaded part of ready-made screws, and re-cutting 
damaged threads in holes, or threading new holes. There 
is no good alibi whatever for doing the wretched things 
we often find in watches, like a hole closed with a punch 
to doctor a worn—“stripped’—thread; flattening a 
screw to increase part of its diameter, and the like. 
Such things are done by the kind of workman who, 
because of inability to make a good balance staff or to 
make skillful alterations, would place a bit of paper or 
make punch-pricks under a balance cock to accommodate 
a staff that is too long. All such makeshifts go along 
with personal failure, whether in employment or in one’s 
own business; and the truth is that these botchwork 
shortcuts, that are presumed to save time and make 
money, are the very things that prevent, instead of 
promote, the making of a good income in earnings. 
For screw-thread work there are on the market tools 
—and tools; some are good and some are not; so the 
first thing must be to advise about choosing equipment, 


and then go on to explain how to use it. 

In all these articles, readers have been urged not to 
buy tools of the “gadget” sort, misleadingly offered as 
if the tool will do the job without need of skill of the 








Fig. | 
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user. It cannot be too emphatically stated that the 
really profitable combination is a man using a relatively 
simple tool outfit with versatile ability; not a man of 
little mechanical skill depending upon a hodgepodge of 
special-purpose tools to offset his helplessness. 

So this article will deal with simple dies and taps, 
of the types good for doing the widest possible range 
of work. If all watchmakers were able to invest sev- 
eral hundred dollars in a screw-cutting lathe or attach- 
ments, that would be the equipment to explain. The 
kind of work it does would be an advantage for very 
long screws of extreme accuracy, for such purposes as 
giving motion to some part of a mechanism. But in 
watch and clock work, screws are not so used; but are 
used mostly to fasten parts to each other. For that 
purpose, screws can be very well made with good hand 
tools. These screws never have very long threaded por- 
tions; the main requirement is that the threads shall be 
cut full and clean, to fit well the thread in the hole. It 
is not essential that the latter thread be cut full as the 
thread on the screw itself should be; just so the diam- 
eters at the points of the screw thread and at the bottoms 
of the tapped thread are nearly enough the same to avoid 
an excess of side-play in the fitting. About this, more 
later. 

Hand tools for screw-thread work comprise dies of 
several types for cutting the screw, and taps for thread- 
ing the hole. 

The types of dies and taps used in watch and clock 
work will be shown in illustrations, and their peculiari- 
ties explained. As to dies for heavy screws—for clock 
work or tool making—the choice is between the forms 
shown in Fig. 1 and Fig. 2. In Fig. 1, the solid die A, 
or the adjustable die B, is held in a die-stock C, the 
handles of which enable the die to be rotated as it cuts 
a thread on the work. The solid die obviously can cut, 
fully, only one diameter of screw. The adjustable 
die B allows some variation of diameters, but so little 
that it is in effect the same as a solid die; the adjustment 
in each die is for minor corrections in a single diameter 
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of screw, rather than for producing a variety of diam- 
eters. So that although these round one-piece dies of 
either type 4 or B do cut beautiful threads, a great 
many of them must be kept on hand to be ready to do 
the work of the range of diameters that may be re- 
quired. The objection to this is, of course, mainly the 





Fig. 2 


greater amount of money invested in tovols—but also 
there would be more tools to bother with in one’s outfit. 

In our craft, cutting large screws is not very often 
required of most workmen; not nearly as often as 
smaller screws for watch work. So for most watch- 
makers it may be advisable to choose, for large work, 
a screw-plate of the kind shown in Fig. 2. This is 
known in the tool trade as a “jewelers’ screw-plate.” 
It has, in one assembly, dies for four diameters of 
screws; and is so designed that each die may be used 
for a few diameters larger or smaller than the basic 
size. This more nearly universal tool will, unless one 
has an unusual amount of large screw work to do, take 
sufficiently good care of his needs. 

Now let us consider tools available for making screws 
for watches—much smaller screws than those we have 
been discussing. For this, in the field of repair-work, 
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Fig. 3 


the “Swiss”’ screw-plate—so named from the country 
where these are made—is practically all that there is 
on the market, and to it our choice is limited. But 
among Swiss screw-plates there are differences that are 
important and must be noticed in order to make a good 
choice. 

In Fig. 3, the three forms of Swiss screwplates are 
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shown: A, the plate with unnotched dies; B, the single- 
notched plate; and C, the double-notched plate. All 
of these are on the market; purchases are sometimes 
made without noticing the difference in the form of 
dies, much to the buyer’s disadvantage in using the 
tool. The unnotched and single-notched plates are 
really survivals from older periods in the evolution of 
tools, and are inferior in effectiveness to the later dou- 
ble-notched form, which should be specified when buy- 
ing. The unnotched dies does not cut a thread, but 
“squeezes” or cold-forges it into form—a crude method, 
not only resulting in structural defects in the threads, 
but it puts a great strain on the blank being threaded, 
and this is apt to cause breakage. The single-notched 
die works with a combined squeezing and cutting action. 
The double-notched die fully cuts its thread. 

Swiss screw-plates are made in larger or smaller 
sizes—that is, with a greater or less number of die- 
sizes called “holes.” Thus, one may buy a 24-hole 
plate, a 36-hole plate, and so on. The die sizes are in- 
dicated by numbers on an edge of the plate. The two 
holes opposite each number are both the same size. 
Some persons mistake these for a different “starting”’ 
and “finishing” die for one size screw, whereas the two 
are exactly alike. There are two, so that if one becomes 
clogged there will be another ready for immediate use; 
or if one is broken, there remains another to preserve 
the completeness of the plate. 

In buying screw-plates, it is better to take two plates, 
one with comparatively few holes of the smallest sizes, 
and another that includes the larger sizes, than to 
choose one very large plate that embraces all the sizes. 
A large heavy plate is not sensitive enough in the hand 
to use as delicately as should be when cutting the 
smallest screws; the smaller, lighter plate will allow 
of a keen sense of touch, in small work, that is needed 
to avoid breakage, and to produce clean-cut threads. 

Concerning taps, for threading inside of holes, these 
may be bought of sizes to match each of the dies of 
the type shown in Fig. 1; also for the basic die-sizes 
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Fig. 4 





of the adjustable tool in Fig. 2. An example of these 
ready-made stock taps is shown in Fig. 4. As far as 
sizes of such taps are available, it is economical to buy 
them rather than to make them; one should have a tap 
on hand for every die in his outfit. But for the diam- 
eters above or below the basic sizes of an adjustable 
screw-plate, and for those of the Swiss plate, it is 
necessary to be able to make taps to match the dies. 
‘or these, it is hard to find good taps for sale, if at all; 
and cases arise when for other reasons taps must be 
made. 

Dies and taps are mostly of course for “right-handed” 
threads, in which the screw turns in, in the direction 
in which the hands of a clock move. But occasionally a 
left-handed screw must be made, to turn in the con- 
trary direction, as for screws for certain parts of wind- 
ing and setting work. Dealers supply both of these 
kinds of screw-plates and taps to match—but, the same 
limitations concerning taps apply to left-hand ones as 
have been explained in connection with right-hand taps. 
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PERATING SCREWPLATE—In cutting a thread 

on steel with a Martin screwplate, I have trouble 
in getting a clean-cut thread. The threads do not come 
to a perfect point at the outside end; there is always a 
rough or not fully shaped point. Is this a fault in the 
screwplate, or in my way of using the tool? (Question 
No. 5263.) R.S. 


Answer—Although you do not describe how you use 
the screwplate, it is probably true that your trouble is 
in this rather than in your screwplate. We will explain 
the correct way to use the tool; then, if this does not 
result in clean fully cut threads, it would be fair to sup- 
pose there is a defect in the tool; and if so, your dealer 
from whom the screwplate was bought would no doubt 
exchange it for a perfect one. Turn the blank to the 
exact diameter intended for the outside size of the fin- 
ished screw. At the outer end of the blank, turn a taper 
of length about equal to the diameter of the blank. This 
is for starting the thread with the screwplate; and the 
outer end of the taper must be small enough to allow it 
to enter a hole of the plate to a depth that will stop the 
plate half way up the taper. Now take the plate-hole 
one size larger than the one just used as a gage; this 
will cut a thread almost fully, but not quite so; and after 
cutting this, finish the thread with the plate-hole next 
size smaller. Probably vou have been trying to cut the 
full thread with one hole, instead of first using a larger 
hole to “rough out” the thread, which would produce the 
fault you experienced. Following the method stated, you 
will, after some practice, acquire the judgment to make 
the correct taper on the blank to determine which hole to 
start with so that the second cut will make full threads 
on a screw that will be the diameter originally turned on 
the blank. 


Q@! TRAIGHTENING PIVOTS—Why do I nearly al- 

ways break pivots when I try to straighten them for 
high quality watches, when I do not have this trouble in 
cheap watches? (Question No. 5264.) P. M. 


Answer—From what you explain, we would guess 
that you do not use heat when straightening pivots. 
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Whatever tool you use, whether tweezers or a tubular 
tool, the tool must be heated over the flame of an alcohol 
lamp, before using it on the bent pivot. Steel tweezers 
should not be used; heavy brass or copper tweezers not 
only take and hold heat better, but they are softer and 
will not risk malforming a pivot like steel tools would, 
The heat should not be as much as would visibly draw 
the temper of the pivot; it is just that hot tools lessen 
the chance of breakage; if the pivot is so badly bent as 
to break, then a new staff or pinion is necessary, or a 
good repivoting job. To draw temper sufficiently to 
straighten a badly bent pivot without risk of breakage 
would be ruining that part of a fine watch. Cheap 
watches may have pivots of such soft steel that even 
heavy bending will not break them. 


KNOW how the sizes of Swiss watches are based; 

but cannot find a table I once had that states the 
basis for our American watch sizes. Can you publish 
this? I am sure many others are in my fix too, and would 
like to have this table. I often hear arguments on this 
subject, and remember that there is something peculiar 
about the American measurements. (Question No. 5265.) 


S. 2 Co: 


Answer—Yes; there is something peculiar about the 
American system of watch movement sizes. That is that 
the fractional unit used is thirtieths of an inch, instead 
of the usual thirty-seconds. The base-size is 0-size, 
which means a diameter of 1 5/30 inches. A table of 
the most used sizes is as follows: 


iin: iss ep RTA N RRS ONY ROA ORES 1 23/30 inches 
| COO CECE OC LET CRETE Co 1 21/30 bi 
Mapu Re NS ERATE OTOR EERE OTERO eRERE 1 17/30 
oS © @evasreaseeesse veces bs ones seleGeessereun 111/30 
OD. Pr | a pp eD erste GRAMS Aika RED RR EE eRe 1 5/30 
PE Oe nee ee re hee mer ey eee ree ear 1 3/30 
Mn <" | Kipp gencaw Seow iiew kee bas a eee Oe Ree eel 
ME Sewanee es ence sen neice Oe MERE eaewE 26/30 


—. EMPLOYMENT—How can a _ watch- 
maker find employment as instrument repairer at 
the Army or Navy aviation fields such as Langley Field, 
Va., Panama Canal Zone, etc.? (Question No. 5266.) 
MH. K. 
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Answer—At present, the procedure should be to 
keep an eye on the announcements posted from time to 
time on bulletin boards in local post-offices. On these, 
Civil Service examinations for positions are announced 
as the latter become open. Whether you might be able 
to arrange with your local Postmaster to notify you in 
case such an announcement arrives for him to post at 
any time, is a matter you would have to take up with 
him. You might also write the Civil Service Commission, 
Washington, D. C., whether they would be willing to 
inform you when announcements are sent out. We be- 
lieve they have no obligation to do this; and it would be 
a matter of asking a favor, which may or not be granted. 
There is a possibility of another method than that ex- 
plained above being adopted by the government; and if 
we learn anything that may be published, should a 
change be made, we will of course make an announce- 


ment as a news-item. 


OISING BALANCES—I changed jobs not long 
-. and my new employer wants me to poise bal- 
ances on watches. I was not asked to do this where | 
worked before, and don’t see exactly what use it would 
be. Please explain; also how can I find out how poising 
is done? (Question No. 5267.) M. B. 


Answer—FEvidently you are now working for a man 
whose shop turns out good work—which is more than 
could be said for an employer who would allow workmen 
to turn out watches without truing and poising the bal 
ances. A balance if out-of-poise will not keep time to a 
reasonable standard of accuracy. It will run with irreg- 
ular rates as carried or lying in various positions. If you 
are situated so that you cannot obtain personal instru:- 
tions on truing and poising from a good teacher, you 
should study this subject in W. J. Kleinlein’s book 
“Practical Balance and Hairspring Work” ($3) or 
Levin’s “Practical Benchwork for Horologists” ($5) 
purchasable sent postpaid from our Book Department; 
or in any other books that would cover the subject 
properly, 


YLINDER ESCAPEMENTS—Why are there no 

watches of good grades coming to the market hav- 
ing cylinder escapements? Sometimes we get in for re- 
pairs very fine watches with cylinder escapement, but 
they seem to be made about 40 or 50 years ago; we 
haven’t seen any cylinder watches recently made except 
some with very trashy grade movements. (Question No. 


5268.) R. K. Co. 


Answer—Your observation is correct, that watches 
of recent manufacture having cylinder escapements are 
of about the lowest grade of work throughout. The 
underlying reason is that the lever escapement, which 
works mechanically on the “detached” principle, is so 
much better for timekeeping than the cylinder escape- 
ment, which is “frictional” in mechanical principle of 
action. This caused a gradually increasing demand for 
lever watches; as quantity production of the latter in- 
creased, prices on ordinary grades lowered, driving more 
and more of the cylinder watches out of the market; 
until now, for the most part, cylinder watches only of 
the cheapest general quality survive in manufacture in 
Switzerland. These are imported now mostly for trade 
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purposes outside of the retail jewelry stores; for the 
“peddler” trade; premiums to give “free” in various 
sorts of catch offers, etc. Even at that, the trade in these 
trashy cylinder watches is of huge volume, in number of 
pieces, if not in total dollar value. 


ILVER STAMPINGS—Please explain the exact 
meaning of these terms, when found stamped on 
goods sold by jewelry stores: Coin silver, sterling silver, 
sterling plate, E.P.N.S. It is important that we have 
this correct, to stand up in a legal proceeding. (Ques- 
tion No. 5269.) S. S. 


Answer—The basis of exact definitions of these 
terms is the National Stamping Act, enacted June 13, 
1906. Under this, anything stamped “coin silver’ must 
assay .900 pure silver; or “sterling silver,’ .925 pure 
silver. A tolerance of .004 is allowed for technical error 
or difficulties in manufacturing, in either the case of 
sterling or coin silver. Alloy that may be in solder must 
not reduce the assay of a manufactured piece by more 
than .010, in “coin” or “sterling” stamped pieces. “Ster- 
ling plate” is a prohibited term; neither “sterling’’ nor 
“coin” may be used in terms descriptive of plated ware. 
“E.P.N.S.” means “electroplated on_nickel-silver’”— 
used on ware in which the base-metal is one of the alloys 
of nickel, chosen for hardness or stiffness, in contradis- 
tinction with soft base metals such as britannia metal. 





Deen CASE—Maybe I ought to be ashamed 
. to ask this, but I am a young watchmaker and 
almost all watches I’ve had to work on have been open- 
faced; so am stuck with a question on a hunting-cased 
watch. The lid over the dial stays shut when I push the 
crown in; I have to take my thumb-nail to open it, as in 
opening the back of an open face case. I did file the 
‘atch (steel) down a little, but am afraid any more of 
this would leave not enough catch for safety; yet the lid 
won't open. (Question No. 5270.) E. O. P. 


Answer—We believe an inspection of this watch-case 
would show it to be of rather thin stock; that the lid is 
not stiff enough to resist a little extra bending strain. 
In such examples, the lid, or “front” of the case may 
become bent so that the rim inside is not circular as it 
was originally. Then the part where the catch engages 
is pulled and held against the catch, or a shoulder of the 
case-center, and is not released when the crown is oper- 
ated. The way to correct this is to restore the circular 
form of the lid, by applying pressure (with the fingers 
may suffice) across the lid, from points halfway around 
from hinge on each side. Do this, trying the catch occa- 
sionally, until it is found to work properly. In the days 
when most watches had hunting (closed) cases, we had 
to do more or less of this adjusting of cases all day long, 
and it was easy to get results quickly. 


lis THERE AN ANSWER? To get ahead of my 
competitor, I’ve got to do my work for some less 
than my time is worth. What I want to know is how I 
can make a living this way. (Question No. 5271.) A. B. 

Answer—As far as we can see, you can’t. We would 
appreciate letters from readers of Workshop Notes, 
from any who would like to help this inquirer with 
good advice from their experience. 
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Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month, 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading. “5c. for first 25 
words, 5c. for each auditional word: 
minimum charge, 75c. 








STENOGRAPHERS, 
typists, 
Fulton Agency, 
7392, New York. 


BOOKKEEPERS, 
clerks furnished; no charge. 
93 Nassau St., Cort. 





WATCHMAKER, excellent mechanic, 
estimator, salesman; available im- 
mediately. Address “A., 1676,” care 


Jewelers’ Circular-Keystone. 





WATCHMAKER, can do all types of 
watch, clock repairing; will go any- 
where; salary $20 per week. 


J. B. 
Turner, R. 2, Box 69, Pink Hill, N. C. 





HIGH GRADE watchmaker, specialist on 
small baguettes, make parts and give 
exceptional work for reliable firm. Ad- 
dress “B., 1739,” care Jewelers’ Circu- 
lar-Keystone. 





CERTIFIED watchmaker, make all 
parts; high class work only; can as- 
sist sales and light jewelry repairing. 
Address “B., 1851,’”’ care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY, full charge bookkeeper, 
stenographer and all office details; ex- 
perience jobbing, manufacturing, dia- 
monds; A-1 references. Address “A., 
1895,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, salesman, four years’ 
retail store experience; excellent refer- 
ences; New York City or vicinity; 
salary secondary. Address “D., 1853,” 
care Jewelers’ Circular-Keystone. 





FIRST CLASS jewelry jobber, stone 
setter and engraver; 25 years’ experi- 
ence; best references. Address “‘J., 
1827,” care Jewelers’ Circular-Key- 
stone. 





YOUNG MAN desires position as watch- 
maker; five and a half years’ experi- 
ence, all kinds of repair work; refer- 
ences gladly given. Address “A., 1849,” 
care Jewelers’ Circular-Keystone. 





SALESMAN, experienced, Middle West 
and Southern territory, desires watch 
line for 1940; no side line; drawing 
against commission. Address “W., 
1814,” care Jewelers’ Circular-Keystone. 





SALESMAN, established clientele Middle 
West, desires high grade line platinum 


wedding rings and jewelry. Address 
“A., 1879,” care Jewelers’ Circular- 


Keystone. 





WATCHMAKER, with life-time experi- 
ence married; age 53; go anywhere; 
can report for work January 1; best 
references. Address, “Watchmaker,” 124 
W. Lafayette St., Salisbury, N. C. 





BOOKKEEPER, typist, female, 10 years’ 
experience assorting diamonds, stock 
records; capable taking full charge; 
excellent references. Address “R., 1808,” 
care Jewelers’ Circular-Keystone. 





EXPERT ENGRAVER, 30 years’ experi- 
ence; can do any kind of good work 
and of good habits; samples and ref- 
erences on request. Address “P., 1807,” 
care Jewelers’ Circular-Keystone. 





YOUNG WATCHMAKER, three years’ 
school and store experience, desires 
position under first class workman 
East of Mississippi. Address “R., 1828, 
care Jewelers’ Circular-Keystone. 





YOUNG WOMAN seeking 
position reliable firm; capable, thor- 
oughly experienced, diversified duties 
jewelry field; diamonds. Address “K., 
1799,” care Jewelers’ Circular-Keystone. 


responsible 





SALESMAN, experienced jn diamonds, 
mountings and wedding rings; Penn- 
sylvania, Delaware and Maryland ter- 
ritory; with last firm 14 years. Ad- 
dress ‘H., 1797,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN, experienced road man, 
settling in Los Angeles, desires connec- 
tion with representative house, for 


Coast territory; available after Janu- 
gr references. Box 132, Passaic, 





WATCH, clock, jewelry repairer, en- 
graver and salesman; 20 years’ in 
jewelry line; Christian; married; de- 
sires permanent position. Address “G., 





1789,” care Jewelers’ Circular-Key- 
stone. 
REPAIRMAN, very good, can design, 
make new work; A-1 engraver and 


stone setter; want to get in a good re- 
tail store; must be permanent. Address 





“S., 1811,” care Jewelers’ Circular- 
Keystone. 
RETAIL SALESMAN, window dresser, 


20 years’ experience; familiar with all 
lines; good knowledge of stones; avail- 





able after January 1. Address “N., 
1777,” care Jewelers’ Circular-Key- 
stone. 

JEWELER, designer, experienced gold, 
silver, platinum, hand and machine 


work, also expert repairman, desires 
steady work; reasonable salary; A-1 
references. Address “F., 1765,’ care 
Jewelers’ Circular-Keystone. 





SALESMAN, young man, experienced, de- 
partment store, wholesale, installment 
trade, New York City vicinity, prac- 
tical jeweler, knowledge manufactur- 
ing, seeks connection. Address “R., 
1874,” care Jewelers’ Circular-Keystone. 


SALESMAN, experienced, jewelry sales 
man Middle West territory, desires 
jewelry line for 1940; no side line: 
drawing against commission. Address 
“Y., 1815,” care Jewelers’ Circular 
Keystone. ¥ 





ir 

A-1 WATCHMAKER,  Swiss-American 

watches, all sizes; fast, accurate timer. 

estimator, desires permanent position! 

reasonable salary; go anywhere, Ad. 

dress “D., 1761,” care Jewelers’ Cirey. 
lar-Keystone. 





LS 
EXPERIENCED watchmaker, accys. 
tomed to production; all sizes, grades: 


honest, reliable; references; — tools: 
please state salary, etc., first letter: 
Eastern. Daniels, 52 Pine, Stoneham. 


Mass. 








YOUNG LADY bookkeeper and stenog- 
rapher, 10 years’ experience in jewelry 
and watch trade, full charge, gor. 
respondence and collections. Address 
“D., 1749,” care Jewelers’ Circular-Key- 
stone. : 








FINE WATCHMAKER wishes position 
in store, where front man and repair 
department manager is needed; good 
appearance and_ thorough _ technical 
training. Address “S., 1843,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, experienced and a proven 
producer; has covered the retail trade 
in the Middle West for 15 years; best 
of references and dependable. Address 
“F., 1866,” care Jewelers’ Circular- 
Keystone. 











EXPERT Swiss and American watch- 
maker, more than 20 years’ experience; 
capable assuming charge repair depart- 
ment; best references; salary or com- 
mission. Address “T., 1876,” care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, typist, female, full 
charge, 13 years’ experience, taking 
complete charge office; seven years 


with jewelers and watchmakers supply 
house. Address “G., 1856,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN wants line to call on cash 
and credit jewelers and department 
stores for Ohio, Michigan, Illinois and 
Indiana; large following. Address 
“Circular 1257,” care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, with 20 years’ experi- 
ence on all makes of watches and 
clocks, desires to take charge of repair 
department; interested in buying; New 
England preferred. Address “C., 1740,” 
care Jewelers’ Circular-Keystone. 





YOUNG MAN, capable salesman, buyer 
and watchmaker; good estimator on 
repairs; 10 years’ diversified experience 
in own business; unafraid of long 
hours. Address “J., 1665,’ care Jewel- 
ers’ Circular-Keystone. 





KFFICIENT man with 11 years’ experi- 
ence in selling, merchandising, credit 
work and advertising for retail jewelry 
business; three years in present posi- 
tion as store manager; excellent refer- 
ences. Address “S., 1780,” care Jewel- 
ers’ Circular-Keystone. 





RAPID stenographer, excellent  secre- 
tary, assistant bookeeper, 14 years’ 
jewelry manufacturing; young, attrac- 
tive, personality; carry out orders first 
time given; can use own initiative; ex- 
cellent references. Address “K., 1829,” 
care Jewelers’ Circular-Keystone. 





YOUNG MAN, 25, desires position as as- 
sistant to busy executive; seven years’ 
experience watch importing; full 
knowledge of merchandising; some ex- 
perience diamonds and rings. Address 
“V., 1813,” care Jewelers’ Circular-Key- 
stone. 








SALESMAN, 20 years’ following to job- 
bers, manufacturers, large retailers 
selling diamonds, jewelry, etc., Middle 
West, South, Pacific Coast, desires con- 
nection; agreeable reside on territory, 
if required. Address “Circular 1252,” 
Room 1415, Heyworth Bldg., Chicago. 
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FOR SALE—Continued 








: ith and without chests, $20 and 
SAFES cult doors; safes, machinery and 
‘re plants moved. Standard Safe 


enti Inc., 138 Lafayette St., New York 
City. Canal 6-6430. 





I R 2, Moseley lathe, with eight 

NUMES. also 100 punch regular staking 
tool set, in good condition; priced rea- 
sonable. Address “T., 1844,” care Jewel- 
ers’ Circular-Keystone. 





ONE BEAUTIFUL 16 size hunting case 
18Kt. gold, minute repeater, split sec- 
ond, 36 jewels, pocket watch; one 
English chronometer; one Longines 
chronometer. Address “A., 1878,” care 
Jewelers’ Circular-Keystone. 





————— 


w-J CRYSTAL seal cement, the real 
jewelers’ cement, holds all crystals; 
large 50c. bottle sent 10 days’ free 
trial W. N. Johnston, 253 Orchard 
St, Sharon, Pa., or order from your 
jobber, but insist on W-J cement. 





SHOP EQUIPMENT, benches, polishing 
dust collectors, presses, dies, drop ham- 
mers, rolls, furnaces, scales, safes, bot- 
tom prices; favorable terms. Leiman 
Bros., 152 Christie St., Newark, N. J., 
and 23 Walker St., New York. 





FOR ENGRAVERS; gravers made espe- 
cially for stainless’ steel jewelry; 
guaranteed to hold point longer and 
cut better than any graver made; 
straight, $1; bent, $1.25. M. Kantor, 
P. O. Box 1232, Savannah, Ga. 





REMAINING copies of rare “Pocket 
Book for Jewelers,” by Prof. H. Michel, 
edited by Gustave L. Herz, being dis- 
posed of by estate; originally sold for 
$25; bound in loose-leaf ring binder, 
with valuable nine-color plates, photo- 
micrographs, tables, 282 illustrations; 
now obtainable for $5.85, postage free, 
by writing Martin F. Herz, 19 E. 71st 
St. New York. 





CHRONOMETER, 18-Kt. solid gold case, 
estimated containing almost $100 worth 
of gold, at old gold prices; besides 
regular time keeping for hours, minutes, 
seconds, this watch has a split second 
hand, stop watch feature, shows date 
of month, month of year, contains 
perpetual calendar which does not vary 
even in leap year; gives phases of 
moon, revolving dial which shows sun- 
burst by day, moon and stars, by night; 
this watch has a lever two tone chime 
which strikes exact time to the minute; 
will be sold in proper running order 
with watchmaker’s guarantee for one 
year; any further information may be 
had by writing to Gabriel’s, 213 Dau- 
Phin St., Mobile, Ala. 








Business @pportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its adver- 
tising columns clean. . Advertisers under 
Business Opportunities, etc., must furnish 
trade references. Announcements must 
pass the strict censorship requirements of 
The Jewelers’ Circular-Keystone. 








HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 31 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 


SPLENDID OPPORTUNITY for jewelry 
store and watch repairing in thriving 
town of 5,000 population, 28 miles from 
New York City. Address ‘“M., 1801,” 
care Jewelers’ Circular-Keystone. 





EXPERT watchmaker, jeweler and stone 
setter, desires to rent repair depart- 
ment in good store; will consider per- 
centage basis; have own material; 
Florida or Georgia. Address “R., 
1779,” care Jewelers’ Circular-Keystone. 





WM. N. JOHNSTON, Sharon, Pa., na- 
tionally known jewelry auctioneer ; 
right now is the time, and I will give 
you a successful sale; no losses; you 
= make a profit; inquiries confiden- 
tial. 





EXPERIENCED optometrist would lease 
space on percentage basis in well 
located, established Michigan jewelry 
store; possess equipment. Address “Y., 
1848,” care Jewelers’ Circular-Key- 
stone. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
New York. Telephone John 3454. 





SPECIAL NOTICE of importance; are 
you going out of business? We have 
buyers for cash, either part or your 
entire stock; communicate at once; all 
matters confidential. Brooklyn Pur- 
chasing Syndicate, Frank Walker, 
Prop., 610 Broadway, Brooklyn, N. Y. 
Same address 42 years. Bank refer- 
ences. Evergreen 8-1798. 





WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return mail; best references. 
Colmes Brothers, Room 527, 18 
Tremont St., Boston, Mass. 





GET THE CASH AND MORE, too, from 
us; we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence ; 
ship your dead or surplus stocks to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfied, you will too; bank and 
trade references upon reqrest; wire to- 
day to have our representative call if 
you have a complete stock to close out. 
otherwise ship your surplus goods and 
receive cash. Gordon Bros., 18 Prov- 
ince St., Boston, Mass. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





HIGHEST PRICES paid for used watch- 
makers’ lathes, benches and materials; 
also jewelry machinery. S. Pollack, 
141 Hester St., New York City. 





STERLING flatware patterns wanted; 
cash by return mail for full or broken 
sets, serving pieces, hollowware, etc. ; 
we pay far above melting value; send 
for our illustrated leaflet showing pat- 
terns wanted and price information; 
handy as permanent reference. Key’s, 
1809 Main, Dallas, Texas. 








WE WILL BUY: send for our inspec- 
tion your accumulation of all col- 
ored stones, large and small; a cash 
offer will be made or state your own 
figure; immediate reply given. Louis 
H. Freedman, 542 Fifth Ave., New 
York. Reference: Manufacturers 
Trust Co., 513 Fifth Ave., New York. 


FROM OUR EXPERIENCE in the jewel- 
ry business, we know that often it is 
necessary to take silver, both fiat and 
hollowware, in exchange; the average 
jeweler has no outlet for this class of 
merchandise except to the refiner at old 
metal prices; we can use this silver 
and will pay much larger prices than 
the old silver value; send to us for 
cash offer; we will pay highest cash 
price for old mine diamonds, antique 
and diamond jewelry. Julius Goodman 
S Son, 43 South Main St., Memphis, 

enn. 








Watch Work, etc., for the 
Crade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








NATIONAL WATCH Repairing Co. ren- 
dering prompt and efficient service to 
a discriminating clientele all over 
U. S. 727 Sansom St., Philadelphia, Pa. 





WATCH importers’ attention; willing to 
help out in repairing and casing new 
watches of the better grade. Telephone 
Rector 2-3681, New York. 





TRADE watch repairing, 0 to 18 size; 
with city R.R. inspectors 20 years; 
R.R. work preferred; accuracy; can 
do stickers. S. J. A. Haldeman, Fitz- 
gerald, Ga. 





CLOCKS; specialize in repairing French, 
English and complicated antiques; all 
work guaranteed; moderate prices; for 
further information, Address “New 
York, 1877,” care Jewelers’ Circular- 
Keystone. 





SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America 
Washington, D. C., and Horological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





FINE WATCH repairing at lowest cost; 
excellent references; 22 years’ experi- 
ence; a trial by those interested in 
better workmanship will assure com- 
plete satisfaction; prompt mail ser- 
vice. Schwartz Watch Repair Labora- 
tory, 1243 Boynton Ave., Bronx, N. Y. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 








GUARANTEED watch repairing for 
the trade; established 1910; highly 
skilled workmanship at positively 
lowest prices; quick mail service; 
trial convinces; send for price list. 
Wolf Co., corner 8th & Sansom Sts., 
Philadelphia, Pa. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








MIAMI, FLORIDA, for lease, ideal loca- 
tion for jewelry store, main business 
section Flagler Street, 15’x50’. L. 
Lober, 30 Broad St., New York. 





(Continued on page 102) 
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Special Notices 
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Special @rder Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jeweiry Co. 505 Arcade Bidg., St. 
Louis, Mo. 





DIAMOND SETTERS, jewelry repair- 
ers, skilled, efficient workmanship 
and prompt service ; reasonable 
prices. D. Geller, 51 Chrystie St., 
New York City. 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, “Vaku-um” 
pens, pencils, etc., repaired at standard 
prices: ma‘l all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St.. 
Chicago. 





AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Service, Atlanta, 
Ga. 








Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model: confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








INVENTORS: send for my free 72-nage 
book; conscientious, prompt personal 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS! increase your abil- 
ity through the highly recommended 
books: “Rules and Practice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Work’; circulars free. 
Walter Kleinlein, Waltham, Mass. ; 





| 
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OBITUARIES 


Henry N. Lest, Sr., 60, proprietor of 
the N. Leist & Son, store, New Albany, 
died Nov. 6. He succeeded his father, the 
late Nicholas Leist, who founded the 
business in 1876. 

Cuartes W. Locxwoop, Hempstead, 
N. Y., jeweler for 50 years, died of a 
heart attack at 70. 

Watpo Hoxe, 44, former Union City, 
Ind., jeweler, died Oct. 24 at the Veter- 
ans’ Home, Marion, Ind. 

Grorce W. Ryan, 79, retired Ne- 
braska jeweler, died Nov. 6 at a sanita- 
rium in Yonkers, N. Y. 

ALEXANDER LINDAHL, 79, jeweler at 
910 Payne Ave., St. Paul, Minn., died 
Nov. 6 after a year’s illness. Born in 
Sweden, he came to the United States in 
1879 and settled in St. Paul. 

Watrer H. Me ttor, 64, former trea- 
surer and field secretary of the ANRJA 
and a past president of the Indiana 

_R.J.A., died Oct. 26 after a stroke three 

months before. Mr. Mellor was a retail 
jeweler at Michigan City, Ind., from 
1902 to 1921, was elected president of the 
Indiana association in 1911-12, and was 
ANRJA treasurer in 1919 and 1920. Re- 
tiring from the retail trade, he became 
field secretary, in which work he con- 
tacted more than 1500 stores in 34 states. 
He was instrumental in the organization 
of many local retail associations. He 
had also represented the Howard Watch 
Co. and Joe Mazer, Inc., a New York 
diamond firm. His widow, a daughter 
and three brothers survive him. 

Frank Awnsuutz, 87, TIowa’s_ oldest 
jeweler, died Oct. 20 in Shenandoah, 
Iowa, where he had been in business for 
56 years. He had been in the trade for 
70 years. Last summer he took his fife 
and drum corps to New York’s World 
Fair. He was a drummer boy during the 
Civil War and bands were always one of 
his hobbies. . 

Grorce R. Murpney, 64, jeweler at 
Tyler, Tex., since 1895, died Nov. 6. His 
two sons, George M. and Carey, will con- 
tinue the business. 

Cuartes S. Briss, 80, operator of a re- 
pair shop at 310 N. Saginaw St., Flint, 
Mich., died Nov. 6. 

Arruour Jacosnson, Denver, Col., whole- 
sale jeweler, was found dead in his of- 
fice on Saturday evening, Nov. 4. Mr. 
Jacobson had been in depressed spirits 
over the death of his son, Arthur, Jr., 
who shot himself accidentally on Sept. 4. 
The deceased had been in the jewelry 
business since 1911. During the war he 
served as a lieutenant in the aviation 
service. He held membership in numer- 
ous clubs and fraternal orders. His wife 
and daughter, Elaine, survive. 

Frepvertck WittiAM Bromserc, 67, 
founder of Bromberg & Co., Birming- 
ham, Ala., jewelers, died Oct. 31 in Or- 
leans, Mass., following an illness which 
developed at his summer home. Mr. 
Bromberg came to Birmingham from 
Mobile in 1900 and headed the business 
until he retired in 1932. Surviving are 
his widow and four’ sons, William, 
Charles, Robert and Frank Bromberg, 
all of Birmingham. 

W. S. Forp, 83, retired jeweler who 
had spent most of his life at LaHarp, 
Kan., died in Tulsa, Okla., Nov. 9. 

James E. Tinstey, 54, Union, S. C., 
jeweler, died Nov. 5. 

RicwHarp SEMEL, a jeweler in Milwau- 
kee for 67 years, died Nov. 14 in Wau- 
watosa, Wis. Mr. Seidel came to Amer- 
ica from Dresden, Germany, in 1869. He 
retired from business in 1932, but two of 
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his sons, Richard, Jr., and Edward, eon. 
tinue the business at 719 N. Milwaukee 
St., Milwaukee. 

Wauiu1am A. Viaxt, 78, a director of 
the Gorham Co., Inc., and the Gorham 
Mfg. Co., died at his home in Proyj. 
dence, R. I., on Oct. 26. 

Ortro R. Biery, 70, jeweler at Louis. 
ville, Ky., for half a century until his 
retirement five years ago, died of 4 
stroke Oct. 17. 

A. H. Russet, jeweler at Weather. 
ford, Texas, where he formerly served 
as mayor and city councilman, died op 
Oct. 20. 

Forest G. Gerrost, 51, Hicksville, 0, 
jeweler for more than a quarter of 4 
century, died Oct. 20, of a heart attack, 


War Gives America Chance 
To Win Jewelry Export Markets 
In South America and Orient 


Provinence—Directors of the New 
England Manufacturing Jewelers & §il- 
versmiths Association on Nov. 2 fe. 
elected Willard A. Ormsbee’ president 
for the third successive year. At the 
annual meeting of stockholders, Oct. 26, 
directors were named. 

Donald J. Moore, guest speaker, said 
that an opportunity exists for sharp ex- 
pansion of American exports of jewelry 
to Latin America and some parts of the 
Orient. He explained that while export 
jewelry business has been small in the 
past, the present business may well be 
the foundation for future increases in 
view of the fact that many European 
sources of supply have been closed to 
foreign customers. 

Methods of entering the export field 
were outlined to the manufacturers and 
at a forum Mr. Moore answered ques- 
tions concerning exchange restrictions, 
marketing possibilities and the location 
of suitable agents in the foreign nations. 

Lester S. Wall, chairman of the 
nominating committee, presented the fol- 
lowing nominees for officers, all of whom 
were elected: First vice-president, Fred- 
erick A. Ballou, Jr., B. A. Ballou & Co.; 
second vice-president, William G. Lind, 
T. W. Lind Co.; third vice-president, 
Stephen H. Garner, Leach & Garner 
Co.; secretary, Lewis S. Chilson, J. M. 
Fisher Co.; treasurer, Edgar E. Baker, 
W. R. Cobb Co.; directors, Max Kesten- 
man, Kestenman Bros.; Frank E. Nolan, 
Saart Bros.; Lester S. Wall, R. Black- 
ington Co.; George A. Ingleby, Hadley 
Co.; Joseph H. Lancor, Lancor Mfg. 
Co.; Sturgis C. Rice, Whiting & Davis 
Co.; Vincent Sorrentino, Uncas Mfg. 
Co.; and H. Benjamin Whitaker, Bridge- 
port Brass Co. 


Two-State Gem-Men Study 


Minneapouis, Minn.—The use of spe- 
cifie gravity in determining gems was 
studied by the Minnesota-Western Wis- 
consin Guild, A.G.S., in the mineralogy 
department of the University of Minne- 
sota, Nov. 17, led by Prof. John Gruner 
of the University. The next meeting 
will be held Jan. 19. Leslie F. Dewey, 
of J. B. Hudson Co., conducted the 
session. 


Barrie Creek, Micu.—The Kalama- 
z00-Battle Creek Watchmakers Guild en- 
joyed a steak dinner Nov. 7. Lively dis- 
cussion followed a report on the results 
of watchmaker licensing in Wisconsin. 
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OW that tradition has been broken by moving for- 
ward the date of Thanksgiving, is there any 
reason why business should not be given the full benefit 
of the earlier date by revising another custom which 
is far less steeped in tradition, and which, unlike the 
festival of Thanksgiving, is purely a commercial ques- 
tion anyway? 

We refer to the date of distribution of Christmas Club 
money, which customarily has been Dec. 1. With 
Thanksgiving coming, as it does this year for a large 
part of the country, on Nov. 23, an entire week elapses 
between Thanksgiving Day, which is usually considered 
the opening gun of the Christmas shopping season and 
the mailing of the checks. Allowing a day or two more 
for their receipt, it means a minimum of eight to nine 
days after the start of Christmas selling activities be- 
fore this influx of Christmas shopping money can even 
begin to make itself felt in retail channels. 

Since the primary purpose of Christmas savings clubs 
is to provide Christmas shopping money, it would seem 
only logical that this money should be made available at 
the very start of the shopping season for the benefit of 
both consumer and merchant. 

We believe that is an idea which retailers might well 
suggest to their local banks for adoption in 1940. 


N ADDRESS by Frank M. Mayfield, president of 
Mermod, Jaccard-King Jewelry Co., at the annual 
meeting of the Missouri Retailers’ Association, on 
November 7, contained some decidedly sound advice. 
Mr. Mayfield said in part: “A balance must be pre- 
served between prices of consumer goods and consumer 
income. If prices of goods increase too fast, a curtail- 
ment of the ability of the public to buy will follow, and 
our business will suffer. Of course, we retailers cannot 
entirely control this, but we can use all our forces to 
resist unjustifiable increases. We can refrain from 
panicky buying ourselves and advise our customers to 
do so. 

“Let me emphasize that we are not opposing all price 
increases. Many are necessary, but we should avoid 
speculation and do what we can to keep adjustments 
orderly and reasonable.” 

Ever since the outbreak of the war, Jewre vers’ Cir- 
cuLar-Keystone has counselled restraint in price 
policies and urged against unnecessary and speculative 
increases. Too rapid a rise in prices will tend both to 
discourage consumer buying and to incur ill will which 
a brief flurry of speculative profit could not offset. We 
are glad to know that responsible leaders of the jewelry 
industry take the same view. 


EWELERS of. Sidney, O., says a news report 
just received, are actively supporting a campaign 
by the Sidney Retail Merchants Association to control 
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the deluge of solicitations for advertising space in pro- 
grams of events sponsored by various local groups. 

John Whitney, secretary of the Sidney Retail Mer- 
chants Association, is quoted as saying: 

“Generally speaking, program advertising is not 
worth the price asked, and in most cases is not worth 
anything. As a matter of fact, both the solicitor and 
the merchant know that it is simply a donation in the 
guise of advertising. Merchants do not mind giving to 
worthy causes up to the limit of their budgets for such 
purposes but to be continually harassed for this or that 
undertaking, however worthy, is beyond endurance.” 

We heartily recommend that the officers and com- 
mittees of the multitudinous jewelry trade organizations 
who put pressure on jewelry manufacturers to take 
space in their association programs, read and ponder 
this expression of how retailers feel when they are on 
the other end of such solicitations. 

If jewelers object to being “continually harassed,” 
for advertising in the programs of their customers, then 
it is only consistent that they apply the same reasoning 
to the activities of their own organizations. 


LOT of jokes have been cracked in recent weeks 

about celebrating two Thanksgiving days this 
year. The situation undoubtedly does have its humorous 
aspects, and yet if we pause for a moment’s serious 
thought, we might decide that to have two days of 
Thanksgiving instead of one, is a step in the right 
direction, whose only real fault is that it doesn’t go far 
enough. 

When we compare our lot with that of the people of 
other lands and realize the blessings that we Americans 
enjoy, two Thanksgivings a year seem hardly enough. 
We should have three hundred and sixty-five. 

Every day of the year is none too often to give thanks 
for our freedom from the terrors of oppression and 
persecution, from the burden of war and its dangers, 
from the constant fear of aggression by greedy, un- 
scrupulous, and powerful neighbors. 

Safe here in America, with its peace, its freedom, and 
its reawakening prosperity, let us realize as Christmas 
once more approaches, how truly we have all been 
granted the Christmas prayer of Tiny Tim—‘“God bless 
us, every one!” 

To every one of our friends and readers, a joyous 
Merry Christmas, and a bright, happy and prosperous 
New Year! 
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